





IS A NICE CHILD’S 
GAME... 


but don’t use it to pick your 
Kola Concentrate! 


No matter what name you give it...no mat- 





ter the size of the bottle... your kola must pass 
the day-in and day-out test of consumer ap- 
proval. You cannot meet today’s kola com- 
petition with an inferior product, or with a 
product that varies in flavor, body and quality. 
If your private label kola sales are below ex- 
pectations — why not make one last switch... 
to H-R Kola. You'll find — as have hundreds of 
other private label kola bottlers — that you 
can depend upon H-R Kola quality to hold up 
kola sales and profits. You'll be proud to label 
it under your own name — or you can take 
advantage of the economical H-R labels and 
crowns. 


PROVE TO YOURSELF WHAT YOU CAN DO WITH H-R KOLA 
WRITE TODAY FOR FREE CARBONATED SAMPLES 


% Special labels and crowns available at cost 


THE SYRUP PRODUCTS COMPANY 


Serving the bottler since 1915 Baltimore 2, Maryland 
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Fear Tightening, Price Rises of Supplies 
and Equipment 


Top industry leaders last month expressed them- 
selves as believing that the Korean war will disrupt 
the operations of the soft drink industry. 

They said that bottlers may expect shortages, ac- 
companied by price rises, in various supplies and bot- 
tling equipment even if the Korean war is ended. One 
trade official declared: ‘“The threat of war will be 
with us for years to come, and our government will 
have first call on all materials and resources—many 
of which are used by bottlers—as it prepares for. this 
eventuality.’ 

(For an interpretation of the effect of the Korean 
war, on the beverage industry, see this month's edi- 
torial, page 15.) 


Canada Dry, White Rock Raise 
Prices Again 


Canada Dry Ginger Ale, Inc., late in July an 
nounced another across-the-board increase on its en- 
tire beverage line. The ificrease is effective in all terri- 
tories served by company-owned plants. 

Canada Dry quarts, including ginger ale and 
sparkling water, were moved up to $1.60 from $1.45. 
Recommended retail price is 2 for 39c. Splits were 
raised from 96c to $1.12, with a suggested retail price 
of 7c per bottle, 6 for 37¢ (plus deposit). 
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The heaviest increase was made on the 12-0z. pack- 
age, with the wholesale price boosted from $1.60 to 
$2.08. The new retail price on this bottle is 2 for 25c, 
6 for 73c. 


A few days following the Canada Dry price boosts, 


White Rock Corp. also announced a new price struc- 
ture. White Rock quarts will be wholesaled for $1.60, 
while the 30-bottle split case will be priced at $1.40. 


Pepsi Ends Can Tests, Crown Manufacture 

The Pepsi-Cola Co. will halt test-marketing of its 
canned product as soon as present can stocks are ex- 
hausted because of anticipated tin shortages resulting 
from the Korean crisis, high company officials ad- 
vised NBG last month. At the same time, NBG was 
informed that effective Aug. 10, the company will 
terminate manufacture of Pepsi-Cola crowns in order 
to enable it to devote its full energies and resources 
to the problems and welfare of its franchise bottlers 

The company started its tests on canned Pepsi-Cola 
six months ago, hoping it would develop new markets 
and create additional sales of the product. Retailed 
for 25¢ in a special 3-unit carton, approximately twice 
the price of the bottled product, the 12-0z. cans were 
reported to be making little headway. 

Pepsi-Cola supplemented its announcement on the 
termination of its crown manufacturing business with 
the news that seven crown manufacturers had already 
been authorized to supply Pepsi-Cola crowns for fran- 
chise bottlers. They are: Crown Cork & Seal Co., Inc., 
Armstrong Cork Co., Mundet Cork Corp., Mitchell 
& Smith, Consolidated Cork Corp., Bond Crown & 
Cork Co., and W. H. Hutchinson & Son, Inc. The 
company announced that it expected to license other 
crown makers in the near future. 


Price Tide Advances 

The moving tide of price increases by bottlers is 
slowly engulfing large, but as yet, isolated sections of 
the country. There is significance, too, in the brands 
represented in these price increases. Seven-Up Bot- 
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tling Co. of Pittsburgh, Pa. during the middle of 
June, increased its price from 80c a case to $1.01 a 
case, which together with the tax of 24¢ per case 
makes the price to the dealer $1.25, plus a 60c bottle 
deposit. George S. Haymans, Jr., reporting on the 
first few weeks of the increase, said “we are satished 
with the results thus far.’ According to an authentic 
report, the two bottlers of Rapid City, South Dakota, 
also increased prices during June by 10c a case. The 
Rapid City Bottling Co. (Seven-Up Bottling Co.) 
regretfully announced the price increase to its dealers 
had suggested a retail price of 6 for 30c for cartons. 
The town’s other bottler, Hill's Beverage Co., which 
bottles Nesbitt, Pepsi-Cola and O-So Grape, had a 
similar price increase. It is important to note that no 
dealer complaints whatsoever were received, even at 
the outset of the price increase 

I have listened to you for 
Edward J. Ryan, 


sales manager, beverage department, Country Club 


With the comment, 


some time, so now I have acted, 


Soda Co., Springfield, Mass., advises that the 6 bottle 
carton (case) has been increased to 90c, and letters 
to retailers suggested a price of 29¢ per carton 

The “independent line” in New York City was 
cracked with the advance by Jacob Adamo, Inc., Sta 
pleton, S$. I., N. Y. of its full line of spits, 12-ounce 
and quarts. Splits went from 80c to 90c, the 12-ounce 
to $1.35 and the 32-ounce quarts to $1.45. They were 
originally $1.20 

Following the lead of several quart bottlers, who 
raised prices to $1.45, most bottlers in the Schenec 
tady, Albany, Troy area of New York State are head 
ing toward higher prices on all sizes of beverages. 
his, of course, reflects the general trend in all parts 
of the country for a more realistic pricing of soft 
drinks 

In the Capitol District area, the minimum price 
for 8-ounce beverages will be 80c and all deals will 
be eliminated: 10-12 ounce will sell in the neighbor 
hood of 96¢ and quarts $1.45. Almost all of the inde 
pendents in the area have indicated that they will 
match the prices which will be charged by the princi 
pal franchises which inc lude Nehi, Pepsi-Cola, Can 
ada Dry, Clicquot, Mission, Squirt, Hires, Seven-Up 
and Ma's Root Beer. It was understood that most bot 


tlers’ prices would be increased by the end of July 


Bottler Takes Lead Against Hoarding 


Wallace Williams, president of the Canada Dry 
Bottling Co., Wilmington, Delaware, enraged by a 
stream of calls from suppliers asking him to stock 
heavily on his business essentials, wrote a public an 


nouncement and took advertising space in the Wil 
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mington Sunday Star of July 16 to tell his customers 
that his company was having no part of such offers. 
In his message he said, “in fact, we have cut our 
normal supplies of sugar, glass, crowns and tires. We 
believe that overstocking and hoarding is playing the 
enemy's game. If rationing comes, we will make our 


deliveries as fairly as we possibly can.” 


Sugar Prices Up, Supply Dwindles 
Despite Quota Increase 


In response to urgent pleas by industrial users, and 
in order to curtail scare buying of sugar emanating 
from the Korean war, the U. S$. Department of Agri- 
culture last month effected an increase of 350,000 
tons of sugar in the 1950 quota. 

The addition, which brings the total year's quota 
to 7,850,000 tons, failed to curb the scare buying, and 
prompted A.B.C.B. to declare that “even more vigor- 
ous action is required to assure adequate and depend- 
able supplies of sugar at a reasonable price.” 

Obviously concerned with the buying rush in gro 
cery stores, wholesale houses and refineries, which has 
already resulted in scarcities and gray market prices, 
Wilbur H. Glenn, chairman of the national associa- 
tion’s special sugar committee, bluntly asserted: 

“This is a time when we don’t want to be told that 
we shall be taken care of. It is a time when we want 
to know that we have been taken care of.’’ He added 
that the quota increase “is considered by the sugar 
trade as being insufhcient’’ and urged that Secretary 
of Agriculture Charles F. Brannan take appropriate 
action to replenish “our sugar reserves right here at 
home in our own markets.’ 

For an analysis of the sugar picture today, see re 
port page 21 

Late Nott 


remaining stocks of ¢ uban Sugar to assure the nation 


The U. S. arranged on July 27 to buy 
of ample supplies. The Agriculture Department said 
Cuba has slightly more than 600,000 short tons, raw 
value, above current commitments. The price and 
shopping schedule are yet to be worked out. The put 
chase will assure the U. S. of the largest supply ever 


available in any single calendar year 


Connecticut Will Tighten Labeling 
Regulations 


The Connecticut Food and Drug Commission has 
advised the State's bottlers that it will “rigidly en 
torce labeling provisions for all types of beverages 

Che Commussion charged that “‘the type of labeling 
used by many bottlers today does not provide the 
consumers with the information they are entitled to 


and in many cases, the information appearing 1s 
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misleading and confusing.” It specifically suggested 
that: 

1. All beverages be sold “under their common or 
usual name,” and that all flavors should be “qualified 
by their proper name.” 

2. The use of artificial color, artificial flavor, or 
chemical preservatives “should be clearly declared 
either on the label or crown.” 

3. Imitation fruit flavors should be so labeled “in 
large conspicuous type lettering preceding the name 
of the soda.” 

The Commission announced that it will shortly 
hold a public hearing “for the purpose of promulgat- 
ing standards for all types of non-carbonated bever- 
ages.” 


News Briefs 


Soft drinks and hot dogs helped to keep the Boston 
Braves professional baseball club in the black last 
year. Though the team suffered a 25% attendance 
drop in 1949, the club, by taking over sales of cold 
drinks and frankfurters, was able to show a profit. 
... Reports are that sales of Minute Maid frozen 
juice concentrates will be tripled this year. That's our 
competition. ... Shipments of beverage crowns in 
May (latest month for which figures are available) 
were 13% above April and 19 percent above May, 
1949—an indication that beverage sales this year 
. Makers of 
Schweppes Quinine Water and ginger beer (a house- 
hold name in the British Isles) are rapidly expanding 
their distribution in the USA. Exports of Schweppes 
products this year will be about double that of 1938. 


should be well above last year... 


Charles E. Hires Co. Board of Directors last month 


declared a 25c-per-share dividend on capital stock 
payable Sept. 1 to stockholder of record Aug. 15. 

Federal Trade Commission has lodged a com- 
plaint against Mil-Kay Orange Corp. of America for 


misrepresenting the product as an orange juice. FTC 
contends that the firm’s promotion implies that the 
drink’s principal ingredient is orange juice, and says 
it isn’t so. Initial hearing on the complaint is sched- 
uled Sept. 1 . 1949 per capita consumption of beer 
and ale was 17.4 gallons, slightly below 1948 figure 
of 17.7. There'll be lots more liquid sugar (we 
hope) for West Coast bottlers. Hawaiian Sugar Re- 
fining Co. has just completed building two new mil- 
lion gallon liquid sugar storage tanks at its Crockett, 
Calif. refinery 

Carl A. Jones, Sr., 71, well-known Coca-Cola 
bottler and a past president of the ABCB, died July 
23 in New York City. Mr. Jones, president of the 
Dixie Coca-Cola Bottling Works, of Bristol, Tenn., 
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also had interests in other Coca-Cola plants. He 
helped found the New York Coca-Cola Bottling Co. 
and had been a member the executive committee of 
that firm for a number of years. He was in New York 
for the regular monthly meeting of the directors at 
the time he was stricken. 


Joyce 7-Up Chain Moves to 96c! 

A significant break in current pricing in the 7-Up 
bottlers’ network—as well as one of the first big 
price moves since the start of the Korean war—was 
just effected by the Joyce Seven-Up Bottlers, Inc., 
when it ordered an increase to 96c per case in all 
territories under its jurisdiction. The company oper- 
ates plants in Chicago and Joliet, IIl., and New Ro- 
chelle, N. Y., and has sub-franchises in nine Wiscon- 
sin counties. 

The new price became effective July 31 in the Wis- 
consin and northern Illinois areas, Aug. 1 in the 
metropolitan N. Y. territory serviced by the New 
Rochelle plant. 

In announcing the 16-cent wholesale price boost, 
John M. Joyce, Jr., of the Joyce Seven-Up Bottling 
Co. of New Rochelle, declared: 

“Despite every possible saving in production and 
sales expenses, which included complete moderniza- 
tion of the company’s production facilities and string- 
ent sales expense control in all phases of distribution, 
a reasonable profit could not be realized at an 80c 
per case wholesale price.” 

Mr. Joyce stated that “the dealers’ position in the 
price advance” was also seriously considered. “‘It is 
our firm belief,’ he said, ‘that it is no more reason- 
able to expect the dealers to absorb a price increase 
in the interest of maintaining a traditional retail 
price structure than for a bottler to continue to oper- 
ate without a reasonable profit in a futile attempt 
to hold the price line. Therefore, qur suggested retail 
price to all dealers is 6c per bottle, 30c for six-bottle 
cartons, plus deposit, and $1.20 for 24-bottle cases, 


plus deposit.” 


7-Up Tax Court Rule Holds Co-op 
Ad Funds Non-Taxable 


The tax court of the United States recently ruled 
that the Seven-Up Co., maker of Seven-Up bottling 
syrup, incurred no tax liability by acting as “trustee” 
for a cooperative advertising fund set up by Seven-Up 
bottlers. 

The Bureau of Internal Revenue wanted to include 
in the company’s taxable income $1,400,000 contrib- 
uted by Seven-Up bottlers toward a national advertis- 
ing program during 1943 and 1944, but the court 
held that the company “was merely a conduit for 
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passing the funds to the advertising agency (J. Wal- 
ter Thompson Co.), which was to arrange for and 
supply the national advertising.” 


In approving the Seven-Up arrangement, the court 
noted the difference between Seven-Up pricing and 


merchandising, and the pricing and merchandising of 
its competitors 

Seven-Up bottlers, it said, make at least 8c per case 
more than bottlers of other franchise drinks, but the 
Seven-Up Co. does not buy national advertising 

Other parent companies, such as Coca-Cola and 
Dr. Pepper, retain a larger margin of profit, which is 
used to promote consumer patronage and advertising, 
the court observed. 


Coke Strike Settled 


It took two weeks to effect a settlement of a strike 
of drivers for Coca-Cola bottling plants in Newark, 
Paterson, Trenton, Asbury Park and Bridgewater, 
N. J. All these plants are branch units of the Coca- 
Cola Bottling Co. of N. Y. and N. J., and the union's 
demand of a 25% wage increase broke down in early 
negotiations. An arbitration board suggestion of basic 
salary of $50 for a 40-hour week, plus commission, 


was finally accepted 


Advertising News 
White Rock Corp. has started a “White Rock 


Girl” contest built around its corporate character, 
Psyche, to spark an invasion of new territories. News- 
papers will be used for the local efforts, with a cam- 
paign in Life magazine to follow Four parent 
companies were among the top 100 newspaper ad 
vertisers in 1949. They are Coca-Cola Co. ($1,782,- 
044), Pepsi-Cola Co. ($1,095,708), Canada Dry 


Ginger Ale, Inc. ($720,583), and Seven-Up Co 
($633,706) 

Pepsi-Cola will sponsor a new thrice-weekly tele 
vision show over CBS-TV and the entire ABC chain 
beginning Sept. 26. Program will star Faye Emerson, 
top-rated television personality and star of stage and 
screen Incidentally, the impact of television in 
keeping families at home is shown in a new TV study 
in Chicago. Survey showed that TV is costing movie 
houses $41.20 per family per year in lost admissions 
Well, it may be bad for the movies, but it’s certainly 
helping to build the soft drink home market 

And speaking about Pepsi-Cola, it has become the 
first parent company to organize a campaign to pro 
mote the use of point-of-sale “Ad-Bags’” among its 
franchise bottlers. Ad-Bags are kraft grocery bags 
They're available from 


National Bag Advertising, 2 W. 46 St.. N. Y. ¢ 


imprinted with advertising 
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... There's a record promotion this year on iced tea, 
with one tea maker now promoting the iced version 
in over 100 markets. ... Perkins Products Co., Chi- 
cago, has started its biggest promotion for Kool-Aid 
soft drink powder. Ads are scheduled in 34 national 
magazines and in 3,000 new spapers throughout the 
country, and 24-sheet posters will be used in key 
areas. 


Minneapolis Beverage Workers Get 
New Wage Hikes 


A new wage agreement, giving both inside and 
outside workers substantial boosts in pay, recently 
ended a strike at several Minneapolis bottling plants. 

Under the new union contract, inside workers will 
receive $1.29 hourly (except for sirup mixers and 
bottlers who are getting $1.31). Driver-salesmen for 
orange drink firms involved in the strike were 
awarded a $56 weekly wage guarantee and two weeks 
of paid vacation at their average rate of pay. 

The contract, to expire Apr. 1, 1952, provides for 
another 5-cent increase for inside workers this year 
and another 21/c increase next year, a union spokes- 
man said. Driver-salesmen will get 5 cents a case 
commission on sales up to 400 cases and 6 cents for 
every case over 400 


Industry's Plight Hits National Press 


Lengthy and detailed articles describing the pres- 
sure of costs on soft drink bottlers, and their need 
for higher prices, have been appearing frequently of 
late in the country’s newspapers. The influential 
“Wall Street Journal,” in its issue of July 6 headed a 
page 1 story as follows: “It (nickel soda) takes a 
drubbing as high costs force bottlers to lift prices.’ 
The article quoted N.B.G. on many of its recent 


stories, including the nation-wide survey conducted in 
May 


A story discussing the industry's situation also went 
over the United Press wires during the month. This 
too, quoted National Bottlers’ Gazette, and was 
picked up by many newspapers in various parts of 
the country. The story appeared in newspapers in 
Burlington, Vt.; Davenport, La.; Chattanooga, Tenn. ; 
Weirton, W. Va.; Troy, Ohio; Celina, Ohio; Los 
Angeles, Calif 
Marietta, Ohio; Ambridge, Pa.; Fostoria, Ohio; Port 
age, Wisc.; Baytown, Tex.; Martinez, Calif.; Great 
Falls, Montana; and Dallas, Texas. 


Houston, Texas; Zanesville, Ohio; 


The “Wall Street Journal’ article commented: 


These firms are joining a lengthening parade of 


("' Talk of the Trade’’ continues on Page 47) 
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Packed with Powerful 


+ + Plus Factors 


Read what the O-So Beverages 
Franchise offers YOL 

ONE Nationally - famous NAME with assured public 
acceptance 


ONE BOTTLE 


entire flavor line 


. ++ for your “lead” beverage and your 


TEN Super-quality FLAVORS ... at a flavor cost as low 
as Se per case of 21-10 oz. bottles. (Bottler’s profit 


comparable with non-protected flavor lines) 


BOTTLE FINANCING ASSISTANCE by Parent Company 


. the *Talk of the Industry.” 


Flavors shipped by parcel post 


; : . TRADE MARK REC- 
in Dehydra units with unnecessary 


water removed. You save in first BEVERAGES 


cost, delivery expense, and avoid 


delays and breakage. 


Full Details on Request 


() \ () (; I} | p ) ( () 1931 West 63rd St. 
"| t I ] : CHICAGO (36), ILL. 
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We believe the principal purpose of a 
bottle crown is to protect the beverage... 
to seal in flavor and freshness. That's why 
we make sure that Mundet Crowns bring 
you the best in crown sealing. 

You profit in other ways, however, when 
you seal with Mundet... Brilliant litho- 





@ Beverages stay as fresh 
as when they leave 
the bottling line... 


®@ Quality is held 
uniform... 


graphed decorations give eye appeal to 
your trademark design... Conveniently 
located Mundet branches and warehouses 
provide close-at-hand service and sup- 
ply... Call us now for tops in sealing. 
Mundet Cork Corporation, Crown Division, 
7101 Tonnelle Avenue, North Bergen, N. J. 


MUNDET CROWNS 





COMPLETE CROWN SERVICE 





MUNDET DISTRICT OFFICES 


“ATLANTA DALLAS 1 
339.41 Elizabeth Street. NE 60! Second Avenue 
“BOSTON DETROIT 21 
57 Regent St. (No. Cambridge 40 1440! Prairie Street 
*CHICAGO 16 “HOUSTON 1 


260! Cottage Grove Avenve 


CINCINNATI 2 


427 West 4th Street 


Commerce and Paimer Streets 


JACKSONVILLE 6, FLA. 
800 E. Boy St 


KANSAS CITY 7, MO. ST. LOUIS 9 
1428 SP. Lovis Avenue 3176 Brannon Avenue 
*LOS ANGELES (Maywood *SAN FRANCISCO 7 
6116 Wolker Avenue 440 Brannan Street 


*“NEW ORLEANS 16 


315-325 N. Front Street *in Canada: 
PHILADELPHIA 39 biwache} Gasie & tarclation tad 
856 N. 48th Street iicagih eases Su 


*CROWNS CARRIED IN STOCK 
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It will be as nearly perfect as you can 
make it—sparkling, dry and bubbly 
delicious—if you use Red Seal. Or 

if your trade likes it with a little more 
color, a more pronounced ginger 
flavor, or a little more warmth, there 
are other Red Seal Gingerale Extracts, 
of the same superb quality, to exactly 


meet your requirements. 


Ask For Samples Now 


Remember 


most shipments are 


made the same day 


rders are received 


WARNER-JENKINSON MANUFACTURING CO. 


Manufacturers of Certified Food Colors, Flavors, Extracts, Vanillas 


ESTABLISHED 1905 2526 BALDWIN ST., ST. LOUIS 6, MO. 
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PARTPAK 


G! Ah Ay id : J om 
VEDEN cing the /®& 


LINE & 


You're looking 
at the most complete line 

of flavors in the soft drink in- 
dustry. It consists of best-tasting 
Royal Crown Cola, Nehi Beverages 
and Par-T-Pak Beverages—and it 

makes available to every Nehi 

Bottler a variety of drinks to 


satisfy every demand. 


NEH! CORPORATION : COLUMBUS, GEORGIA 
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BOTTLERS OF LEADING 
C0 


2 Ne ste : 


fjottle Waste,” because 100 % 


tensile ey Strength 
J) q S 


. > 
r* 
' 

Phy 

vive 


pet) 


ATLANTA PAPER COMPANY 


ATLANTA, GEORGIA 


F and O Paper Co. George O'Neil Co., Inc. Mr. William H. Purdy Anchor Sales Co. McCabe & Joy Sales Co. 
1234 Factory Place Suite 3916 Chrysler Bldg. 1204 Claire Ave. 1635 Blake St. 1000 East Fourth St. 

Los Angeles, Calif. New York, N. Y. Austin, Tex. Denver, Colo. Winona, Minn. 

Phone Madison 9-2259 Phone Oregon 9-3740 Phone 8-2040 Phone Tabor 6679 Phone 3090 
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HY BE A ONE-FLAVOR BOTTLER... 
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paneer a 








flavor stops? | 

















— J 








I; vou're a franchise bottler, how many “one- 1) Increased sales of a product bearing a 
flavor stops” do vou serve? Mighty few. we judge. lower. unit: Cost. 
Phen why not bottle some additional popular 3) A chanee to make community pass- 


flavors for your trade— get that business which words out of private brand names. 
a tes ee : oe = sty . age 4 
now goes to “the other fellow 6) The ability to run a large segment of 
4 “ . . tv in’ numbers, . : . 
Realizing the value of safe their business to suit themselves. 
more and more franchise bottlers are turning cies wialliens “an ' —~ 
. arce o e ower Costs e “a 
to Twitehell for adviee along these lines f 
rrotits. 

and for flavors, too! I 

. ‘ Pwitehell flavors are noted throughout the 
And in broadening their line, here’s what 7 i hi . 
these bettless stand to gaia: trade for that extra goodness which builds un- 


1) ‘The fullest use of plant equipment and shifting business for you. Whatever type. 








plant labor strength or blend you desire. we have it or will 
2) The fullest use of delivery truck and make it. Whatever your needs as to quantity. 
salesmen facilities. speedy shipment or technical help. we can 
4) Stronger customer relationships because fill the bill P 
of more complete service Let's team up to give you a safer line! 
receive 
lis! 
on ovt 32-pos® 
Are yo" , ovr 
qwitchell TOS ine of bol S. COMPANY 
, monthly eee 4 lingo? 
ex's helps © write ve» NO 8 1 years of serv ce to bottiers | 
py +d not, ot< yrse 


J? optigatiom CRESTMONT AND HADDON AVES.eCAMDEN 4, N. J 
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® KOREA---AND WHAT IT MEANS 


| ee and political reaction to the Korean wat 
has already taken definitive shape. The sudden transi 
tion from a state of “cold war’ to a “warm war” has 
generated in quick succession, a series of developments, 
both economic and political. which have a direct bearing 
on the operations of the bottled soft drink industry. 
Already. President Truman has announced (in his 
mid-year economic report to Congress} that “business 
is usual” is out. Since this is tantamount to pla ing in 
dustry on a war footing, we must be prepared for price 
controls. This possibility of a “price freeze” brings into 
sudden. sharp focus the price problem of the soft drink 
ndustry. In the past twelve months the trend has been 
steadily moving toward higher prices, but the majority 
of bottlers are still selling at pre-World War 1 prices 
If the Korean campaign gets worse. or deteriorates 
total war, wartime restrictions. including price con 
a certainty. Bottlers who have been planning 


' 


innounce an increase can “beat the freeze by moving 


tuickly it present. the odds are against a “roll back’ 


rder 


Without a price ierease, the fate of a great- many 
bottlers is going to be disastrous because of these factors 
@ @ Jenoring numerous admonitions against hoarding. 
the consumer has flocked into neighborhood and depart 
ment stores and has begun to clean out the shelves on 
such foods and commodities as coffee, sugar. fats, canned 
voods, ete. The consumer panic on sugar dried up the 
distribution channels and quickly disrupted industrial 
manufacturing. Mary bottlers found themselves unable 
to obtain sugar from their normal sources of supply 
ind while prices officially increased only to $8.40, there 
were scattered but valid reports ol “gray market” sugar 
heing sold for as high as $13.00. As lone as the house 
wife continues her mad hoarding spree. we may expect 
i continuance of intolerable conditions affecting cane 
refiners. beet processors, brokers. industrial users and 
distributors of sugar. The inerease in the quota by 
350.0000 short tons by the L nited States Department 
of Agriculture raising the quota to 7.850.000) tons) 
illed a move in the right direction by the A.B.C.B 
Sugar Committee. but deplored as being insufficient for 
the needs of the times. 
e @ Price rises were announced by four principal pro 


ducers of tires. and hoarding immediately began. There 
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was also a run on automotive batteries, since lead, which 
had been moving downward in price, experienced an 
abrupt turnabout. 

@ @ Prices for tin, which is a vital metal in the manu 
facture of crowns, skyrocketed as the far eastern war 
started a buyers’ stampede in London and Singapore. 
Prices moved by leaps and bounds. with gains of more 
than 6c a pound registered in one day. It was conceded 
that higher prices were likely, and within reaching dis 
tance of the post-war high of $1.03. 

@ @ (Gasoline. steel and aluminum (the latter already 
being rationed by a principal producer to its customers ) 
also showed substantial price increases. . 

e@ @ Taxes are going way up. At this writing it is 
invbody s guess as to how much, but it is certain that 
business. large and small. is going to be asked to absorb 


severe Increases, 


It appears. therefore, even at this early stage of the 
explosive international situation, that the economy of 
the United States is fast approaching the conditions 
which existed during the hectic years of 1942-45. The 
President has requested increases in the armed forces. in 
the military budget and a big increase in taxes. But. 
while price and commodity controls were not requested. 
they are foreshadowed by the tremendous surge in buy 
ne and the need for some sort of retarding influence 
to prevent complete dislocations The bold decision to 
act in Korea, which is a reversal of our recent foreign 
policy, has set us. as a nation, on a new course which 
will not change for years to come, regardless of how 
quickly the Korean war is terminated 

Bottlers have to face these new problems realistically 
Their first thoughts will be to maintain their lines of 
supply on sugar, bottles. crowns, cases, machine parts 
truck tires. acids and many other items which are es 
sential in the operation of a bottling business but 
which directly or indirectly are required in the conduct 
of a war. 

They may have to dust off their personnel records and 
reevaluate the draft status of their employees. Reactiva 
tion of the marine army and navy reserves, together 
with the new draft. forecasts difficulties with regard to 
Manpower, 

eo 

Accordingly. there should be no delay in readying a 
check list of preparedness for all phases of plant opera 
tion. and putting those of greatest urgency into imme 
diate action . but the key to the entire situation 
is still price. Realistic pricing, long overdue, is the 
prime requisite for survival in the troublesome 
months ahead! 
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N. B. G. Reports On... 


Top Price for Splits! 


$1.28 per case— that's the new test price on 
Canada Dry Ginger Ale in Poughkeepsie, 
N. Y. Here is how the new price is faring. 


CANADA DRY 


GINGER ALE 


with its eves OF cost conditions 
ind deliberate i n to establish 
ind thinks it quart prices tne 

turned 


of July 


the week ¢ 


GAAZETTI 


IONAL BOTTLERS’ 
iting ; 


lls eX¢ 
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company in New York that 50 
lealers resented the price in 
approximately 25 wert 
lukewarm toward it, and the rest 
were just awaiting developments 
lo ease the way of the new carton 
price, tne 12-ounce bottle Was 
withdrawn from the territory, so 
that the consumer only had a choice 
ginger ale in 


quarts. No 


between Canada Dry 
the 6-ounce size or in 
changes were made in the price of 
carbonated water the flavon 
line 
In addition to personal selling ef 
Martin scheduled large 
1 the Poughkeepsie 
e circulation 22,000 
mes weekly, and sponsored 
ot announcements a week 


WKIP and WEOK. Neither the 


advertisements nor the 


radio spot announcements stressed 
the new price. In fact, it was not 
mentioned at all. Signs and win- 
dow displays, bearing the same 


offer, were placed in the stores, 
dealers willing. In these instances, 
the displays showed the new price, 
in the form of special stickers read 
’. Bottle 


neck riders carried the same price 


ing, “6 bottles 43c¢ plus dep.’ 
legend and counter stands disclosed 
an &c price for individual bottles 
The 6 for 43c¢ stickers were also 
placed on each of the cartons 

In his presentation to the deal 
ers, Mr. Martin told them that he 
believed it was only a matter of 


time when there would be no more 


5e or 6c beverages, simply because 
at today’s cost conditions there was 
not enough margin of profit for 


either the dealer or the bottler 





we rw 


DOUBLE YOUR MONEY BACK 


if you don’t think CANADA DRY is 


“THE BEST OF THEM ALL” 





You win!-You can’t lose! 


NEWSPAPERS AND RADIO... 


Heavy advertising barrage accompanied Canada Dry’s price increase. 
Full-page newspaper ads three times weekly and spot radio announce 
ments are being used. They do not stress the new price—but the “Double 


Your Money Back” offer. 
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STRONG PROMOTION ... 


. . plus stress on high quality are 
Canada Dry'’s two big guns in its 
Poughkeepsie price move. 





In furtherance of its campaign 
to make the new price take hold, 
the parent company sent in mer 
chandising and selling crews to aid 
Mr. Martin and Mr 


these were qui¢ 


Hermance, but 
kly withdrawn when 
dealers indicated that they resented 
What they called “company pres 
sure,” 

Using the first week as an index 
figure of 100, Canada Dry’s Pougt 
keepsie sales ran as follows 

First week— 100 

Second week——50 

Third week—-70 

Fourth week 

Fifth week—-&5 

Of the dealers who originally pur 
chased Canada Dry ginger ale in 
cartons, 70° continued to buy at 
the new price, and of these nearly 
5Ov repeated once, 30 repeated 
twice and 20°, repeated three times 
It is important to remember that 
this covers a period of only five 
weeks, and indicates a growing a 
ceptance on both the part of dealers 
T 


and consumers of the package a 
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new price Ir 


dealers added to 


were 


nd comparisons of sales for 


iccounts showed that they were 


approximately 15 bet 


averaging 
r tor the five weeks this year than 


suurchases for the same period 


Effect On Competition 


Canada Dry neither overlooked 
nor discounted the 
Poughkeepsie. In 


bottling plants in the community, at 


competition i 


addition to three 


being 


from plants located 


east six other brands are 


old in the 


city 
elsewhere suct 
Newburgh, N. ¥ 


\ 


as Pepsi-Cola, from 
Seven-Up from 
from Danbury 
Newburgh 
from New Haven, Conn 
Hoffman from Newark, N 


e brands are ti 


Clearoc 


vt wbhourgn ’ 
Conn Costa from 


( otts 


icked 
and distributed by jobbers, 


ailing wholesale 


ida Dry 


three local bottlers in Pougt 


ed onliv academe 


* results 


He believed, however, 


nad not 


experiment 


iony enough to 


but felt that it had a good 


hance of being successful since he 


agreed that the brand name was 


supreme in consumer acceptance 1! 


Poughkee psie territory 
h, Royal Crown Bever 
produces the 32-ounce Par 


ale, but could find 


T-Park 


oO Increase In 


ginger 
his sales as a result 


of the Canada Dry price tor splits 


Dealer And Consumer Reaction 


reaction to 


the new price was decidedly mixed 


Consumer and dealer 


The N.B.G. interviewers questioned 


the operators of grocery stores, res 
t food markets, mal 


aurants super 


Kets, delicatessens, confectionery 


luncneonettes, bars and 


Surprisingly, many opera 


yrills 
tors expressed dissatisfaction at the 
that it 
consumers—-this 


fact that their 


new price on the basis Wus 


too high for with 


of the 


full knowledge 


ratios had beer i! 


reased, As far as could be ascet 


tained, the dissatisfaction stemmed 


from consumer complaints about 


the highe prices (which have now 


ipered off almost completely 
from the added diffict of remem 


bering Canada Dry’s higher pric 


as compared to other beverages 


Many 


they 


tores these 
belie. 
would be o.k 
H-ounce s 


Investigators 


income level o 


size and 
ore } j . j 
st shad a wood ae 


either favorable on 


ions. Dea! 


xperienced 


from. cot 


that quality 
ning 
premise on 


putting 


calling fo 
back” (see 


sumet 


more 
enough, 
consumers 
aware ol 
half 
the new 
buy the 
because of 
consumers almost 


that the 


other brands at lowe) 


imers 


dealers agreed 


half of the 
should be the 


About 
determ 
factor of price, and this is 


which Canada Dry 


much of its faith, as evi 


denced by the advertising campaign 


“double your money 


illustration), if the cor 
think that “Canada 


dot sn’t 


Dry is the best of them all.” 


Reaction among consumers was 


sharply defined. Peculiarly 


most of the one hundred 


interviewed were un 


new price; at least 


“did not 


the 


said that they mind” 


price, or would continue to 


product at the new price 


its quality. Low-income 


unanimously fel 


was too high 


price 


some said they would swit 


rices 


Parent Company Policy 


Canada Dry’s preoccupation 


this new price, to which it has bee 


gviving all-out supportintime, money 


and personnel, ori 


advertising 


nates in the firm belief that higher 


prices for soft drinks are necessary 


company’s officia 


inflationary 


larly labor 


costs, part 


t 


continue oO rise shi: 


if a bottle 
product, he can sell 
ible price 

Roy Moore, ¢ 


dent, has made the 


t? | 


comment 


if a bottler is torced out of business 


he should go 
higher price 


He flat] 


new price is success! 


slowly 
Poughkeepsie, it 
other high 
West 


cost territori 


company lé 


Price” is « 


Dry 
vanager, H. L. Mar 


records 


Poughkeeps! 
Saies 


tit looked at his 


yrinned, and said, “This no eX 


eriment——this is it 
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FRIENDLY COMPETITORS! 


Although miles apart in pricing philosophy. Canada Dry’s 
Poughkeepsie warehouse is immediately adjacent to 
Coca-Cola's warehouse... . 


ON THE SPOT... 


In charge of this new price campaign, Canada Dry has 
placed H. L. Martin. who intimately knows the territory 
and its marketing problems. 





PLENTY OF P-O-P... 


Forceful and plentiful advertising was responsible for 
Canada Dry’s strong competitive position in Poughkeepsie. 
and even more so in success of the higher price campaign. 


Window displays (left) throughout the city and floor displays 
in stores emphasized “money-back” offer and mentioned 
price without fanfare. 





REACTIONS DIFFER ... 


A large number of consumers like housewife (left) took by N.B.G. 
up carton of six split size bottles unaware that the 6-for-43c at first 50° 
price was something new. Dealers, however, interviewed 


Research Staff were aware of the change—and 
of them strongly resented the move. But they 
are gradually being won over to the new price. 
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Sugar Markets Wild 


An article especially prepared for N. B. G. by 
B. W. Dyer & Co., sugar economists and brokers. 


trom jobbers have bee! 
hurt most. Resales of sugar by some placing alloc 
price controls on industry 


World War II broke out and 


mechanism was 


wholesalers have been rumored as 


high as $13.00 per 100 Ibs 
There should be ample sup} rt sugar rationing 
igar to take care of all our normal stituted, industrial users who 


requirements plus possibly a millior cumulated large — stocks 
s lor hoarding demand Ot forced to use them because ot 
irse, everybody seems to al nventory limitations that had beet 
it once, and there are Imposed In general, it is expected 
to the amount th: that similar types of controls would 
shipped from refiners and imposed in the event of a new 


bottler 


processing plants so. thi 


shortages have existed 


ense demand is sa 


semi-processed i 


igar. Whether 













Coverage and Exemptions... 


The Wage-Hour Law Applied to Bottlers 












Amended Federal Wage-Hour Law makes few 
changes in status of beverage plant employees, but 


strict compliance is still required. 






















I wri ATION of the minimum Before amendment, employees the employee’s regular rate fo 
vage and overtime pay provisions considered to be engaged in “pro work after 40 hours in a work 
ot the Fair Labor Standards Act duction” included those who were week 
the Federal Wage-Hour Law—to engaged in processes or occupa- An employee’s “regular rate” 
employees of bottlers of soft drinks tions “necessary” to such produc his rate per hour, regardless of 
has been little changed by the Fair tion. Under the amendments, the whether he is paid by the piece 
Labor Standards Amendments of tests now are whether an employee — hour, week, or otherwise 
1949, which took effect January 25 is “in any closely related process Under the amendments, determi 
This is indicated by the new in or occupation directly essential to nation of an employee's regular 
terpretative bulletin on the general the production.” rate has been simplified through 
coverage provisions of the amend But the changed language in this the enumeration of which types of 
ed law just issued by Administrator respect has relatively little effect payments must be included, and 
Wm. R. McComb ef the | S. De on the general application of the What payments may be excluded, 
partment of Labor’s Wage and Hour law to employees of soft drink bot in computing his overtime compen 
‘ and Public Contracts Divisions tlers sation. The types of payments 
As the bulletin (Part 776, Sub \s before the amendment, the re which need not be added to the 
part A) states, the Wage-Hour Law vised law provides a number of straight-time rate, upon which ar 
continues to apply to employees er specific exemptions employee's extra half-time pay fo 
gaged in interstate commerce or it Here, then, is what bottlers overtime work must be paid, in 
the production of goods for inter should bear in mind in considering clude such payments as certain 
state commerce However, — the the application of the amended bonuses, and premium payments in 
imendents provide changed tests Wage-Hour Law to their employees the form of time and one-half on 
for determining which employees Minimum Wage -The new mini more for Saturday, Sunday, or holi 
iddition to those actually “pre mum wage is 75 cents an hour, and day work 
fucinyg or in anv other mar must be paid to eact emplovee, ul (The Divisions’ interpretative 
e! rh goods for com ess specifically exempt bulletin on Overtime Compensatior 
meres ire engayed in the “produce Overtime Pay The law cor Part 778, discusses this subject ir 










tion” of such yoods within. the tinues generally to require payment detail 


the Wage-Hour Law of not less than time and one-halt Child Labor The child - labor 
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provisions of the Wage-Hour Law or if he hopes, intends, or has This exemption is discussed 1 
ontinue to set a minimum age ol reason to believe that a ol iny etail in the Divisions’ interpreta 
16 for general employment and 18 insegregated part of his products tive bulletin. Part 782 
for employment in hazardous jobs will move in commerce the min For the soft drink bottler wh 
with some types of work permitted mum waye overtime and child nicks ip his materials and sup 
} ! ° . ’ . 
for children between 14 and 16 labor provisions apply to those em plies out of State or upon their a1 
vears of age. Application of these ployees who are engaged in the pre rival while still in interstate com 
provisior however, Was broadened duction of the drinks. Coverage i merce and brings them to his plat 
by the amendments t d tly pre such situations w includ t Ss 
\ ‘ n oO ree pro la ) will clude nose 3 his own trucks. this exemption 
hibit the employment oft boys and employees who are engaged “in any 
means that he does not have t 
yirls below the minimum age in it closely related process or occupa 
: meet the overtime pay requirement 
terstuate commerce or in the pro tion directly essential” to the pro . 
f the Wage-Hour Li for | . 
duction of voods for interstate com fuctior ; 
drivers and drivers’ helpers who 
merce Thus, from the foregoing it 1s , 
perform such functions for him 


| s cleat that the Act's provisions : 
In if the employer ship 












Hazardous occupatior orde? l ; 
‘ , ' additi 
ied by the Secretary of Labor set would apply to employees who mar 
‘ his bottled soft drinks in interstate 
t minimum aye of 18 for employ ifacture and bottle the soft drinks, 
, , commerce, his drivers and drivers 
ment in specified occupation Soft ind to workers who prepare them 
Ipers n transport them, or re 
drink bottlers should note particu for shipment or distribute them te nelpel ca ra por er ) 
| : ' t t ities ross State 
irly that the occupation for which out-of-State customers. as well as urn the empties, either acre i 
) , NV YD { n int strat 
n 1&-year minimum ha been set to clerical and maintenance em lines or on any part of an intel ale 
; ntin 
clude those of motor-vehicl ployees. Similarly covered would 0 s exemptiol! 
i er or helper occupatior in he employees who pick ip empty r soft drink 
ed in the operation of elevator bottles and cases from customers across State lines W1il also W int te 
other power-dt el hoistiny outside the State, or w 10 pick them know that, in additior to this over 
paratu uct t ele itors i} within the same State where time-pay only type of exemption | 
Pare derricks, hoist or high the bottling plant is located, if the lrivers and drivers’ helpet the 
ft truck 1 occupatior ! employer can reasonably anticipate Wayve-Hour Law provides a com 
vhict adutie ! cle ridu oO that the empties art to move ! plete minimum wage and overtime 
fre ht elevator interstate commerce or are to be pay exemption a driver-sales 
Coverage—Since coverage under — used, in whole or in any unsegre men” who qualify as “OUTSIDE 


ited part, in the bottling of drinks SALESMEN” under the law’s Re 











f it t 1 t 
over ‘ wed | terstate com ol hipment terstate on tions Part 541 the so-calle 
me ‘ t t hy i hot meree " lead “n 
i t ol ou na vnite-collal reyula ons km] Oy 
the hottler vi bring i? out-of I ‘ ption \s betore tne ees who are engaged the sale 
1 ? j ' i ned ‘ ts r i 
ite) material ind ipplic has imendmer the Waye-Hour Law ind delivery of soft drinks to re 
t ‘ | y red oO S contains , 2 wer of st if Xx 
i ome ere emplovee “a i numbe pecinhc ex ta itlets outside the State o 
hheewe vould nelude | employee emptions which sott drink bottlers ' 4 } 
dinarilv cout be exemy is suc 
regulariy ertorm§ suct Se) navy take with respect to some of 
iriver-salesme! tr tne exen 
‘ for him i rdering rece} then employee covered \ the 
t 1 ply t¢ tt r picKul if 
heck ! correspond \ t ind nours pro Slo 
t i\ ' keep records Pertinent to bottlers wi ad 
; The ( ertime exempt ol Tol 
yu ind other e na o do ear to be the exemption from the 
( lers who arti t tne I 
with the Y Stat ’ ; } . ; ; ‘ 
‘ ‘ Ippon 1 ertime pay requireme I ( 
} t } ¢ ’ f 1 oft operatior 0 eng i} 
i} CHSt ot ts Cal ele ny the minimun \ ‘ eg re 
‘ ; es ony t¢ those emplovec who 
he wt th the bottler mav. se ment vnict ipplies t en over ‘ 
t ) } 1 1 mid 
‘ ¢ li eX se cretio load 
t olt at K ‘ rely wit! ! vie ire ibject to the ? i! 
t { 7 t 
tot { ' { ‘ mie enicles so s ilTe* 
\ ite doe ilter he " rk I ti {f the Inte t 
, ‘ he sitet ‘ peratior 
} hose } en ver | Comme e Comn ler the ; . ; 
} } ' 1) y erstaute ymmmerece l 
‘ ‘ " ‘ ed | cu Motor ( rrier Act. Th exempt 
‘ ‘ ‘ rt ct it ow el 
ror t-ol-Stute ource re el equireme ' ( thy \ e-H . sé ot rs Whose emplovees ott 
! ¢ { ¢ 
Law here ( ere | ler nd mecha } ke the exemption tor such en 
\ m mun t ert ‘ e work directly fect ovees because of the load part 
! t a t t et oft operat tr ! tne f suct OA b ( 
QT « ! t t t ! ! ‘ t ‘ t t meet the te ts 1 ! exe 
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“It's Fun To See 
The Bank Balance Go Up!” 


by LILY WILBERT GRAVES, Squirt Bottling Co., Milwaukee, Wisc. 


7. would seem unlikely that there 
would be any other reason for in 
creasing one’s selling price on bey 
except the all-important 


erayes 
profit-making factor. After paring 
expenses in every possible way, we 
found in the summer of 1948 that 
we were still not making a margi! 
of profit which would make it feasi 
ble to remain in business. After all 
vestment has to realize a rea 
and, 1f a business 
produce a return, the owne 
as well close up or sell out 
put his money elsewhere 
We all know the logic in that no 
product can continue to sell for a 
set price when all costs are up 50 
and that 


nd 100 and even more, 


ise in the selling price is a nat 
remedy. So why hesitate? Did 
machinery companies continue 

rinal prices whet 


Did trucks 


war prices 
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Do we buy sugar, crowns or ans 


othe commodity for pre-wal 


prices ? Then why should we cor 
tinue to sell our product at pre-wa) 
prices when we are paying post-wal 
costs on materials. It doesn’t make 
SENSE 

The logical time to have raised 
prices was right after price con 
trols were removed, for that) was 
when our costs started going up 
Since I was a comparatively new 
bottler with no pre-war experience, 
I waited to see what other bottlers 


When 


that costs con 


to do nothing 


were going 
happe ned, except 
I decided in August 


of 1948 to raise the price of Squirt 


tinued to rise 


from 80c to $1.00 

I consulted no other bottler in the 
Milwaukee area. I knew whi 
costs were and what was inv 

our own operation here and 
couldn't see what difference it would 


make whether or not other bottlers 


went up, They had their own busi 
nesses to run and I figured they 
would know whether a price in 
crease Was necessary for them 

There was only one bottler in the 
area selling a franchised product 
for more than BO that was Pepsi 
Cola which was. selling at 96« 
Shortly after we raised our price 
to $1.00, two other 12 oz. franchise 
products went to 96c¢ also and at the 
same time they introduced & oz 
packages at 8% 

We sent no letters to our cus 
tomers our driver-salesmen gave 
the information to the dealers as 
they called upon them. In fact, ow 
own men had no previous warning 
of the price raise we just told 
them one Monday 


henceforth the 


morning that 
price of Squirt 
would be $1.00 per case. Naturally, 
it would be difficult for a bottler to 
tell his men that they should sell a 
product for more money if it did 
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these first hand 
prices the 


N.B.G 


pitfalls 


dustry wrestled with indecision 





No. 4 of a Series 


This is the fourth of a series of first-person reports dealing with 
the experiences of bottlers who have increased their prices. From 
discussions of 
encountered the 
hopes to clarify the problems involved in establishing a 
higher price, and perhaps supply some of the answers to them 

(Mrs.) Lily Wilbert Graves, partner and general manager of 
Squirt Bottling Company, Milwaukee, Wisconsin, is not only one 
of the few lady bottlers in the business, but she is the first of her 
sex to report on her reasons for, and the results achieved from, 
a price raise. She applied cold facts to her problem, and took the 


initiative at a time when most of her male counterparts in the in 


the methods used to increase 


results achieved 








not also involve more money for 


the men. At the time, our driver- 


salesmen were getting a weekly 


base pay, case com- 


sold. We 


commission to 6c per 


plus 4e¢ per 


mission on every Case 


raised the 


case Which was a 50°, increase in 


commission and was very well re 


ceived by the men 
As in any selling program, the 
men selling the product have to be 


thoroughly sold and acquainted with 


every aspect of the sale program 
Our men were sold on the $1.00 
price because they feel we have 
a premium product in Squirt and 


they that with 
could not continue to sell 
at the old They knew the 


dealers’ 


realized mounting 
costs we 
price 
answers to the “whys” on 


the increase. Of course, it was a 
bit difficult when the dealer asked, 
bottlers still sell 


know the 


“How can other 
” We still 
answer to that one! 


We feel that our 


at Sik don't 


price raise was 


very successful for, in our first 
year at the increased price our sales 
fell only 12 


the only 


Remember, we were 


7-0z selling at 


product 


more than 80c and we still are, 
and every flavor bottler in the area 
drink to 


us competition, with some of 


put on a grapetruit give 
them 
selling for as low as 55c¢ per case 
There are 


twenty competitive 


grapefruit-type drinks in this mar 
ket! 


We feel that our 1949 sales wert 
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gratifying, for our men earned 
more than ever before (our plant 
force got an increase in pay as well 
as the driver-salesmen at the time 
effect.) 
Our dollar volume was up about 5° 


the price raise went into 
for the year and our profit was up 
more than 50¢ 


Actually, I can’t see why any bot 


tler needs to have other bottlers’ 
figures in order to see just what 
price he needs. All he needs do is 


sit down with a pencil and paper 


and figure out just how many cases 
less he can sell at an increased price 
and still come out with a_ profit 
considerably better than he is mak 
ing at present. He can figure it at a 


l5c, 20¢ or 10¢ increase and see 


which seems more feasible for his 
particular operation 
Does it help anyone to be able to 


say he sold a half million cases at 


0c if he hasn't a reasonable profit? 
Isn't 


at a 


it better to sell 400,000 cases 
dollar? 


sales 


Sure, it’s fun to see 


those figures go up and up 


but it’s more fun to see the bank 


balance go up! (I wish I were 
talking about this business when I 
mention a half million cases. 

that 
perhaps it is easier to make a price 
stick like 
diffi- 


bottler 


Of course, we appreciate 


raise with a_ product 
it would no doubt be 


cult to be the 


Squirt 
lone 7 oz. 
in an area to go up if it were any 
other product, but it has been 
proved that, if the majority of the 
bottlers in an area go up, the job 
isn’t hard for any of them. I’ve 
talked West bottlers 


where the majority of the bottlers 


with Coast 


raised in the same season, and 
those bottlers all had sales increases 
last year 

Our deposit on cases is still at 
60¢ and we know full well that it 
isn’t enough. Local bottlers are talk- 
ing of raising the deposit struc- 
ture and there is a possibility that 
something might be done this 
summer 

We are very happy with the op- 
eration of our business as it 
know that 


above the 12 lost last 


is to- 
day and 1950 
us back 


year 


will put 


and show a satisfactory in 
crease besides! 

Incidentally, none of the above 
facts or figures are colored or em- 
bellished 
distinction of being one of the few 


bottlers to 


I will perhaps have the 


give a true picture of 
his business. IT hope it will be help 


ful to others 





(A Correction) 


In the article last month, 


Company, Inc. was given as 


. New York 


dress is Syracuse 


L. Clyde Dwight, 
the price of his products, 
reasons for the move, 


issue under the above title 





“Facts 
Price Stick,” July, 1950, page 18, 


Buffalo, 


manager of the company, courageously raised 
and it was his first-person story of the 


and its results, which appeared in the July 


Make 


House & Sons 


And Courage A New 
the address of L 


New York. The proper ad- 
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DELICICUS REFRESHING 


PRODUCT OF THE NATIONAL FRUIT FLAVOR CO., NEW ORLEANS, LA. 


August, 1950 





19 9 si “s inittiead Sooedy. | 
Z with NORTON LABELERS 


Smooth operation and freedom 
from mechanical trouble has made 
the NORTON Labeler popular with 
prominent bottlers the country over. 


They like the simplicity of design 


and the quality of workmanship 
which insures economical trouble- 
free operation. They like the speed 
and ease with which the machines 
can be changed over to handle 
different size bottles. 


You'll like the NORTON Labeler 
too. Send for catalogs on either 
or both the Single and Duplex 
models—no obligation. 


NORTON COMPANY 
Worcester 6, Mass. 


WNORTONY 


AUTOMATIC LABELERS 
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Prices Moving Up In Colorado 


Pueblo bottlers’ raise prices, matching 


increases by plant operators 


in Denver 


and Colorado Springs. 


7 ui price-for-profit movement is 


yaining strength in Colorado, with 


bottlers in three 


Major cities In 
the State now operating with what 


they call “intelligent, realistic 


prices.” The three cities are Den- 
ver, Colorado Springs and Pueblo 

It was in the latter city that the 
most recent general price increases 
were executed. That was on June 
12 when wholesale Case prices Were 
boosted from 8&0 to 90 cents on 
four 12-ounce name brands 


Cola, Nesbitt's 


Pepsi 
Orange, 
Nehi 
The Pueblo bottlers involved in the 

Nehi Royal 
Nesbitt 


and Pe psi-¢ ola 


Royal 


Crown Cola and beverages 


Increases are 


Crown 
Bottling Co., Bottling Co 
Bottling C« 


Months earlier, prices were  in- 


creased by many prominent Den 


ver and Colorado Springs bottlers 
among them the Canada Dry Bot 


Co. of Denver, and the Nes 


Bottling Co. of Denver (both 


trom S80 to 90 cents per Case), and 


the Pepsi-Cola Zottling Co ot 


Colorado Springs 


Although there remains nume} 


ous hold-the-liners in the three 
the majority of these, with 
the notable exceptions of the Coca 
Cola and Seven-l p bottling com 


panies, would “like” to see 


prices 
increased or are planning to raise 
In fact, two Colorado Springs 


Nesbitt 


Bottling Co 


Bottling Co and 


Mission which did 
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BIBB LAMAR 
He upped prices. 





not participate in the earlier price 


increases, raised their wholesale 
levels from 80 to 90 cents on July 3. 
The Pueblo bottlers who raised 
their prices in June did so for the 
usual, logical reason: too-high op 
erating costs, insufficient profits. 
The bottlers did not advertise 
the change in their price structure ; 
simply had their routemen advise 
the dealers that their prices would 
There 


customer gripes 


be increased were a Tew 
(far less than an 
ticipated), but on the whole, pro 


tests were negligible 


Newspapers Support Increase 


Unexpectedly, the price increase 
won the outspoken support of the 
“Pueblo 


Star-Journal” declared sympathet 
. ! 


local newspapers. The 
ically: 

“In the past bottlers have been 
absorbing increased costs of main 
tenance, prices of cases and bottle 
tops and the ingredients of the 
drinks. Trucks, gasoline, wages and 
taxes have increased steadily, but 
the companies have not 


than the 


charged 


more X0-cent wholesale 
price 


“Sugar has gone from about four 


f 


PALMER SCHALLELA 
He'll hold the line. 





and a half cents a pound to eight 
1940 


approximately 15 


cents since Caps have risen 


from cents a 
gross to over 22 cents. Cases have 


gone from 40 cents to 8&5 cents 
apiece 


“The 


Pueblo prices in line with the cost 


price increase brings 
of beverages in other cities. 

“On the retail market soft drink 
Nesbitt, Royal 


Nehi and Pepsi-Cola probably will 


prices on Crown, 
go up to between six and ten cents 
a bottle while the popular six bot 
tle carton will be priced between 
30 and 35 cents a carton.” 

Such has been the lack of dealer 
and consumer resistance to the 
holding 
the bottlers are even talk 


ing of another increase. 


price increases (sales are 


up well) 
Joe Occhiato, Pepsi Cola plant 
manager and 
Bottlers of 


declared : 


secretary of the 
Carbonated 
“Our 


better 


Colorado 
Beverages 
tion looks 


opera 
much now, but 
with another increase in the cost 
of sugar due Aug. 1, I don’t know.” 

Bibb Lamar, 
Nehi-Royal 


chorused : 


manager of the 
Bottling Co., 


continued in 


Crown 
“With 


creases in production and distribu- 
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Users’ experiences prove that such impor- 
tant savings are typical whenever liquid 
sugar replaces dry sugar. The fact that 
three easy mechanical operations do the 
work of 10 back-breaking storage and 
handling operations is one quick indica- 
tion of how Flo-Sweet cuts costs. 

Users’ experiences prove, too, that 
there’s no substitute for—nothing ‘‘just 
as good” as Flo-Sweet experience, Flo- 
Sweet “know-how,” Flo-Sweet service. 


THESE ARE FACTS: 


1, Flo-Sweet made the first liquid sugar 


for bulk distribution 27 years ago. 





BOTTLERS WHO USE ALO-SWHET SAVE 8,888 EVERY YEAR 


@> Flo-Sweet engineered and supervised 
90°; of the liquid sugar installations 
in the areas it serves. 


& Flo-Sweet has the sugar industry’s 
* outstanding Research Laboratory. 


4. Flo-Sweet serves you with the largest 
fleet of tank-trucks, tank-cars and 
tank-ships handling liquid sugar today. 


6} Flo-Sweet is the only liquid sugar 

* supplier in the East maintaining stor- 
age facilities away from the refinery 
for customer service. 


Therefore, when you get Flo-Sweet you get more plant 
assistance, product research and improvement, prod- 


uct control, and always-dependable service . .. AND 
THOSE ARE THE THINGS THAT SAVE YOU $,$$$ EVERY YEAR 





eee oe need 
PIONEERS IN LIQUID SUGAR FOR SAVINGS, SANITATION AND SERVICE 
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tion costs, such as labor, tires and 
sugar, we may have to raise another 
dime per case.” 

Significantly, the success of the 
price increases is serving as en 
couragement to other Pueblo bot 
tlers. “If all bottlers join in a 
general price increase, we'll do the 
same,” commented C. R. Zinter, 
manager of the Grapette Bottling 
Co. “The fact that Coca-Cola and 
Seven-Up did not increase their 
prices on June 12 is also the reason 
why Grapette did not increase its 
price.” 

E.S. Faust, Delaware Punch Bot 
tling Co. manager, said his com 
pany “didn’t feel the need for a 
price increase,” but admitted that 
the Coca-Cola and Seven-Up atti 
tude influenced his company’s po- 
sition. 

Whether Coca-Cola and or Seven- 
Up will change its position on hold 
ing prices is still problematical 


However, a Seven-Up spokesman 





This story has a dramatic sequel. Lit- 
erally minutes before it went to press. 
N.B.G. was informed by its correspon- 
dent in Pueblo that Coca-Cola Bottling 
Co., Seven-Up Bottling Co., Delaware 
Punch Bottling Co. and Grapette Bot 
tling Co. suddenly changed policies and 
raised prices from 80c to 95c. Promptly. 
the Pueblo pioneers in price—Pepsi- 
Cola, Nesbitt’s and Royal Crown—who, 
as this report discloses, had raised their 
prices prior to June 12, went up an ad 
ditional 5c to match the price of the 
other four bottlers. The sole holdout in 
town is now Dr. Pepper, from whom no 
word has been received. 





frankly asserted: “If costs continue 
to rise as they are doing at present, 
we will be forced to increase our 


price to dealers.” 


Coke Will Hold Firm 

Sut Palmer Schallela, manager of 
the Coca-Cola operation in Pueblo, 
expressed his determination to 
maintain the 80-cent wholesale, 5 
cent retail selling price 

“We have not increased our 
prices, and we don’t contemplate 
an increase, at least in the forsee 
able future,” Mr. Schallela said 
“All production costs have risen 


greatly, but we can still .make 


money with Coke selling at 
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PUSH BEVERAGE BASE 


With an eye on the big soft drink 
market, Brechet and Richter Com 
pany. Minneapolis, has launched 
a new ad campaign on its “Gold 
Cross” beverage bases (imitation 
strawberry. raspberry, cherry 
grape and orange). New promo 
tion, centered around a special 
premium offer, is presently con 
fined to the North Central states. 
Retail price of the product (8 oz.) 
is about 22c. 








CANADA DRY LAUNCHES QUININE WATER DRIVE 


ote 


An all-out promotion on its Quinine Water, the “Gin and Tonic” mixer. has 
been launched by Canada Dry Ginger Ale. Inc. Major emphasis irf the 
drive, which is being supported by magazine. newspaper and point-of- 
sale advertising, is focused on a new, closed, four-bottle carton. The 
carton has a 57-cent retail price; a single bottle sells for ten cents. 











MISS RECEPTIONIST 


Acclaimed by her employers, sup 
pliers, salesmen, and visitors to 
Dallas as “the receptionist they 
most enjoy being welcomed by.’ 
Miss Barbara Gentry, receptionist 
for Dr. Pepper Company, Dallas, 
is shown with new Dr. Pepper 
Crown design. 














Medics Help Bottler Win 


Lawsuit 


“Typhoid” 


\ $25,000 damage suit, filed 


uyainst the Coca-Cola Bottling 


New Jersey, 


Company of Bridgeton, 
by a woman who claimed she con 


tracted typhoid fever after drink 


ing a contaminated bottle of Coca 


{ 


ola, was returned in favor of the 


bottling company 


The complainant estified that 


the bottle contained a “used band 


aid,” and after drinking from it 
she became ill 
The beverage companys isserted 


that its bottling ind inspectior 
me thods 
that the 


been in the 


precluded the possibility 


foreign matter could have 


bottle. It also produced 


medical experts who said that ty 


phoid germs could not. live 


ove! 


twenty-four hours in Coca-Cola. The 


firm then presented records to show 


that the beverage which the woman 


consumed had been bottled a week 


earlier 








MAGAZINE AD 
REENACTED ON TV 


Amerwe + Firat family of Beverages 


“28000' 


Canada Dry Ginger Ale. Inc. re 


cently executed a unique idea in 





coordinated advertising when it 
reenacted this magazine ad on its 
Super Circus.” The 


magazine ad was carefully com 


TV program 


posed to stand on its own feet in 


areas where “Super Circus” is not 
shown. but it received added 
meaning in the 30 cities receiving 


the show 








CURRENT PRICES 
BOTTLERS’ INGREDIENTS 





HIGHER 


Chemical 


caustic a0 


Bergamot 


Cassia 

Citronella, Cey 

Geraniun Algeriar l 
Bourbon 

Juniper berry, USP 


double rectified 
Lemon, Californias 
Messina 
Lime, dist ed, 
West Indiar 
Or: Messina 
“ince at nt, natura 
redistilled 





Oo 


Sassafras, artificial OD 

Sweet bircl 25 
Vetal 

Tin, Straits 19% 
Syrup 

Corr 25 


LOWER 


Botanical 


Lemor pee £0.02 

Quassia chips Ol 

Vanilla beans, Bourbo: es, 
Flavoring Oil 

Citronella, Java Oo 


Grape fruit | 
Geranium, Turkisl 15 
Lemongrass l 


Pennyroval 05 








TABULATED PRICES 


FOLLOWING are the latest and most accurate m 


arket quotations obtainable 


Special attention is called to the indented paragraph next following: 


NOTE. 


The prices given in the following bottlers’ 


ingredients market re 


ports are for bulk quantities in original packages. Retail buyers cannot reason 


ably expect to get small — at the figures 
which often 


various charges to be added, 


sale dealers or jobbers stock goods. 

















Articles Prices 
ACIDS 
Acetic, U. S. P.. Ib 13% 
Bensoic, U. S. P........lb 4 to 
itr grandula f 
: ' 24% to 
10 000 ‘ibe. 1 delivery. .Ib 25 to 
I sia ead aie ire Ib. 25% to 
Phosphoric. N. F b 10 
Tartario—Dom. cr it 
10,000 Ibs., 1 delivery.!b 
CHEMICALS 
Alcohol—Ethy! gal 
Ta 
Denatur ed 
No. 12-14....gal 
Alum—Ground cwt » 20 
Powdered - cwt 4.20 
Caffeine Alkaloid 1 ea i 
Coumarin Ib 6 to 3 
ppT Ib 
Glycerine drums aoc 1% 
Lithium Bromide Ib 
a ar Carbonate 
s. P Ib 
Py Bhs concentrate 
liquid, 20-1 gal 
30-1 gal 
Soda Benzoate Ib 
S P 
cwt , , 2 
wt a 
P. VIII.Ib 5 
Vanil lin—from euger t 4 : ta 8 
From Gualaco Ib 
Acid 
Kilo ‘ 
Kilo 9 
P F) Kile : 
Riboflavin (By G Kilo 
Thiamin Hydr chioride 
1 Kil 
ROTANICALS 
V a 4 
Bourbor b 
Mexicar Ib 
MISCELLANEOUS 
Kola Nuts b 
Lemon Peel Ib t 


Orange Peel—Bitte t 
Sweet t 

Quassia Chips | 

ROOT 

Ginger—Africa b 





here quoted, as there are 








greatly augment values before whole 
Articles Prices 
G ' 
N ' om ‘9 
N t t {8 
Nig ur plit i 
Sarsaparilla, Hond ib. 38 40 
Mexican — 3 
Tonga ib - to 90 
FLAVORING OIL 
Almond— Artificial ib 8 90 
Anise, Lead free U.S.P. .|b. I 1 
Bergamot— Natura! Ib. t 
Synthetic b 2.00 to 4.00 
Birch Tar—Crude Ib. 8 t 1 
Rectified ib. 4.1 i 
Cassia, Redis'd, U.S.P...\b ) 8 
Cinnamon, bark oil Ib 29.00 to 30.00 
Leaf oi Ib. 
Citronella—-Ceylor t 7 1.1 
Java b 1 1 
Clove b 1 ! 
Geranium—-Algeriar t lf 
Bourbon t 
Turkish t 
Ginger t 
Grapefruit t 
Juniper, Berry Oi b 
Lemon—! ‘ " 1 
Californian . t 
Lemongrass t 
Lime— Distilled b 
Expressed 
Mace kt 
Nutmeg t 
Orange—dist ad Ib 
Expressed, Brazilian ..lb 
California Ib 
Florida I 
Italiar ..Ib 
West Indian Ib 
Pennyroyal—America.n b N 
tb 
ral Ib 
x 2 Ib 
on 
ra b 
ib 
b 
t 1 8 
r b 
Winter green, True Ib 14 18 
Synthetic It { 
METALS 
Crown Caps, plain gross Sly aly 
Decorated «see STORE 5 
Tin, Straits ‘ ye * 
SIRUPS 
Corn, 42 degree .. ewt. € 
Dextrose ewt 6.7 7.04 
Rock Candy gal 85 to 1.00 
Simple gal. 7 t 80 
SUGAR 
Cane, Granulated ewt g 
Beet, Granulated cwt 
Sugar Coloring gal 
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Favored by the Nation -- for a Generation 


ee famous Mission name gives the Mission Bottler a big 


edge over competition. There’s no trail-blazing necessary 
ONE NAME ...More than 30 years of continuous advertising and suc- 
ONE BOTTLE cessful bottling have firmly established Mission Orange as 
cated first in flavor, first in favor. 
FULL LINE 


What's more, the Mission Bottler unifies all promotional 
effort behind one name. The entire line of flavors is sold 
under the popular Mission name. 


During these days of readjustment in the industry, it pays to 
handle products that have stood the test of time... quality 
drinks with a nationally-known name—Mission Beverages. 


MISSION DRY 
CORPORATION 


Mailing Address: Terminal Annex, 
P. O. Box 2477, Los Angeles 54, Calif 





General Offices and Plant: 5001 South Soto 
Street, Los Angeles, Calif. © Divisional Sales 
Offices: 105 Hudson St., New York 13; 510 
North Dearborn St., Chicago 10 © Canadian 
Distributors: Mission Orange Canadian Ltd 
159 Bay Street, Toronto 1, Canada 
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2 omparine the beverage industry 
ostrich with its head buried 
in the sand, Oliver C. Thener, Presi 
dent of the B-1 Beverage Company 


SUP ee sted immediate action on bev 


erage price structures, In an ex 
clusive interview, in St. Louis re 
cently 


Carrying on with his comparison 
he remarked, “I guess apologies are 
due the ostrich at that. He buries 
his head in the sand and kids him 
self into believing that no one car 


is blinded, but 


see him because he 
he doesn’t starve himself to death 
in the faith or hope that others will 
die of starvation before he does 
“Increased prices can be obtained 
resistance than most 


I think the chair 


with much less 
bottlers anticipate 


tores would love it The corner 
druggist would love it and I see no 
reason why bottlers shouldn't love 
it. But, best of all, | haven't the 
buying 


lightest doubt that the 


publi would pay the increase witt 
out any hesitation whatever. They 
know this is an era of inflation 
They know all costs are up They 


know that a nickel is hardly wort! 


“We Need A $1.00 
Wholesale Price” 


B-1 president urges higher wholesale and 
retail price structure because inflationary 
era demands it, dealers want it, bottlers 
need it, and consumers can be sold on it. 


Don't Wait For Congress 


“Some say the solution lies in the 
minting of new 2'oc and 7'ec¢ coins 
However, I believe we are wasting 
time waiting for Congress to au 
thorize such coinage. The best opin 
ions seem to be that the majority 
in control in Washington are 
against the innovation, Because the 


likelihood of 


was never very great, the 


intermediate coinage 
tremen 


allied 


against it have never asserted them 


dous interests that could be 
selves. But the pressure from busi 
ness machine people, banking 
houses, transit systems and the like 
would be overwhelming if aroused 
We cannot afford to sit by and wait 
inter 


for Congress to authorize 


mediate coinage tor our answer 


The solution is closer, and ir 
our own hands, if we have the in 
telligence to act as a group ind as 


individuals. We can turn dealer re 


cooperation We 


sistance into fine 


can get beverages pushed up to the 
front of outlets, along the traffic 
aisles where they belong We car 
have dealers pushing beverages the 


should As al 


ndustry 


we can vain greater consumer re 
pect. The net result will be greater 
volume and a much healthier pr 


ture all the way round 








U. S. May Freeze Prices 


“Right here I'd like to inject a 


paragraph about getting caught 
with our pants down if the not too 
remote possibility of Government 
price freezing should occur in the 
near future 
15, 1951, the 
sary (or just thinks it necessary 
to FREEZE prices at the ley 
August 15, 
will YOU be? 


“If we 


Let’s say that on Aug 
[ S. finds it neces 
vels they 


were on 1950 W here 


keep going in the direc 
tion of an arms race as Wwe are now 
or if the country is out-and-out 

chances for a_ revived 
O.P.A. are These 


thoughts are worth more than just 


war, the 


ter to one 


passing consideration 

“A ten cent price would cover al 
contingencies. While there are many 
dealers already charging a dime 
the majority are not. Iced beverages 
should sell for a dime at retail. They 
deserve the kind of handling and 
care that ten cent items would ge 

“In most discussions on price 1! 
creases the whole emphasis has bee! 
on the fact that the bottling indus 


try needs bigger margins becaust 
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WHY_IT’S A MONEY-MAKER! 


No. 51418 


ROOT BEER 
BEVERAGE BASE» 


Start today to develop BIG year ’round root beer 
sales. This newest offering of famous Red Diamond 
Laboratories can help you build profitable volume on 
this nationally-popular beverage. Try “51418” Red 
Diamond Root Beer Beverage Base. 


SAMPLE A FINISHED DRINK — a@t our expense! 
You'll agree that here’s a drink your trade will really 
“go for’ — rich, creamy, satisfying ! 


There are no strings attached to this offer — NO COST 
TO YOU—NO OBLIGATION! Just fill out and 
mail the coupon below . . . and Red Diamond 
Laboratories will make up for you free THREE 
ready-to-drink bottles of this new, different and 
delicious root beer for you to sample. 


Don’t be satisfied with anything less. Genuine Red 

Diamond Root Beer can put new vitality into your 

root beer sales. Few beverage flavors have a greater 

potential. 

ACT TODAY... so we can send you PSs. ere ee 
Red Diamond samples fast. Just fill in and 
mail the coupon! 


THE LIQUID CARBONIC CORPORATION 
3110 South Kedzie Avenue, Chicago 23, Illinois 


THE LIQUID CARBONIC CORPORATION 
3110 South Kedzie Avenue, Chicago 23, Illinois 


Yes, I want to try New No. 51418 Red Diamond 
Root Beer! Send me three finished drink samples. 


Name Position 


Compan) 


Red Diamond 
Extracts 


INCLUDE: Almond, Banana, Birch Beer, Cherry, 

Chocolate, Cream Soda, Ginger Ale, Grape 

Imperial, Grapefruit, Lemon, Lime, Lime-Lemon, 
Raspberry, Strawberry and Vanila 


Address 


City Zone State 
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ip. I submit that 

ind the general public don’t 

give a tinkers damn about our prob 
lems. They are interested in the 


problems 


Look at Dealers’ Side 


For a moment then, let’s look 

things from the other side of the 

in an nonest sell appraisal Ir 

», | believe we'll find that 

dealers and the public need higher 

priced beverages in their own in 
terests 

Let’s consider our dealers’ prob 

lems first Since the war, thei 

sen tremendously. Fix 

equipment rents and espe 


labor costs have 


magnihed 


While the 


toward labor-saving 


eral times trend 
erywhere 

ts, the returnable 
bottle plague the dealer 
handling problems that 
eX 


wpensive man 


to eliminate 


cost of 

never sub 
ain store execu 
rured that thei 


t 


ae 
re oO elevel 


handling of 


inde pe ndents 


these lines, but 


Grocers Turning to Competitive 
Products 


1941, the 


number of chain and combinatior 


“For example, since 


stores that handle drug products 
and beauty aids has more thar 
doubled. Nearly three 


outlets are 


times as 
many handling — ice 
cream and stores carrying frozer 
foods have tripled in number. Ir 
addition, more and more space 1s 
being devoted to departments that 
carry such items as candles, film, 
household oil, insecticides, light 
bulbs, motor oil, school supplies and 
shoe polish. Part of the space that 
dealers ‘don’t have enough of’ for 
beverages, is going for the han 
dling of these items and direct com 
petitors such as canned and frozen 
fruit juices, flavoring syrups and 
the like. Margins on most of these 
items are 30 or better, without 
the handling of empties. Turnover 
is slower, but storage space re 
A one hundred 


dollar stock of school supplies, Tor 


quired is much less 


example, can be stored in a much 
smaller space than one-fourth the 
As an 


industry, we are losing ground in 


value in beverage inventory 


large grocery stores. Smaller retail 
outlets follow these leaders and the 
picture of dealer resistance becomes 
complete 

‘The National Association of Re 


tail Grocers passed a resolution re 


cently which summed up their feel 
toward carbonated beverages 
want more non-returnable bot 
a certain charge for handling 

empties, more help in devising sys 

tems for handling of soft-drinks 

They indic: a willingness 

per n raising retail and 


rage prices. [1 


CONTINUE TO DO NOTHING 
{BOUT PRICES and work for 
greater increases in’ volume. 
This approach is based on the 
idea that increased consumer 
demand will fe dealers to 


continue carrying beverages 
and promote them more vig- 
orously. This will be done at 
the risk of losing more and 
more voluntary dealer cooper- 
ation. Bottlers’ profits will still 


be elusive. 


RAISE WHOLESALE, BUT 
KEEP RETAIL PRICES STA- 
TIONARY. This will eliminate 
the danger of creating a de- 
crease in) consumer demand, 
but will even further aggravate 
dealer relations. The extra 
vield per case that the bottler 
gets will probably be spent for 
more powerful sales and mer- 
chandising efforts in an = at- 
overcome 


tempt to greater 


sales resistance. 


RAISE RETAIL AND WHOLE- 
SALE PRICES AT THE SAMI 
TIME, This will enable bottlers 
to earn a fair return on their 
investments. By raising dealer 
margins it will also be possi- 
ble to gain additional *push’ 
from these to offset any slack- 


consumer demand. 


“Dealers will need assistance and 
moral reinforcement to merchan 


dise higher priced beverages. In 


several cities it has been pointed 


out to the public (in joint ads by all 
local bottlers) that in the face of 
rising costs the industry has beer 
faced with the alternatives of re 
ducing or improving the quality 
beverages Naturally, people do not 
want to drink inferior beverages 
and certainly parents want the as 
surance of wholesome quality fo 
their hildren. Every town has 
large numbers of outlets that are 
now successfully selling beverages 

lOc per bottle and more. The 
ther dealer l be informed 
ibout these experiences which prove 

ople will pay more for bet 

chandised soft drinks 


\ wholesale price 


iggested 


S snould be 
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Full Opening... 





Dry Ice Converters 


+ crete eoshesDbe ee ; ee eo bs Te ey ~~. 
> +’ et ae 





Installed in one of the nation’s 
newest and biggest bottling plants. 


Installation (above) and building of the Houston Coca H 


Cola Bottling Co. Capacity 632,000 cases per month 


FULL OPENING DRY ICE CONVERTERS WILL SAVE 
UP TO 60% OF YOUR CO2 GAS COSTS! 


The most flexible, economical and simple method of 
supply ever offered to CO: gas users! Require no heat, 
water, refrigeration, electricity or operating cost. Will 
last indefinitely. ASME approved. May be filled with 
full-size, unbroken 50-lb. cakes of dry ice, or equipped 
for liquid supply. Will usually save enough to pay for 
themselves in first 12 months of use. Available in 300, 
600, 750 and 1000-Ib. capacities; vertical or horizontal 
mountings. Write for illustrated folder and prices. 


Cross-section shows 
converter filled 


with 50-lb. dry ice 


DRY ICE blocks 
CONVERTER CORP. 


TULSA, OKLAHOMA 








DRY ICE CONVERTER CORP. BOX 1652 1 Ok re OS ee 











ifford to devote t! proper space 
to beverages ne Wil be hap} te 
handle empties. He will take bever 
ages off the floor ind ou from 
under bottom shelves where the 
gather dust and dirt ind place then 
in expanded, neat, sanitary beve1 
ige departments, where they ‘ 
command reater consumer atte 
tion and respect 

"a ed beveraye nould be sold 
for lic per bottle in restaurants 
ind other on-premise outlets. Smal 
contectioneries neal chools vit 
it large trade imonyst childre il 
charge Sc pel Hott! nose outlets 
that get a dime per bottle ll yvross 
1.40 per case for the hand 
beverape Where the Nharve ®« 
i ross eld o Q?¢ per case . 
be realized. The little outlets that 
now sell a total of ten cases a weel 
will then be ible to ent mn t 
$14.00 per week for their effort 
nstead of the 1. ! the " 
ollecti ow 

‘With these profit possibilitic 
tne matiel tiet \ be muct 
more ooperat ‘ n prot t ‘ 
erage t tl tne ! ‘ I tr 
past he ext! eae! pust here 
hould over-ride most « th 
reluctance of children t rt tl 
their extra pet ‘ 

\ suggested reta ‘ £12 
er case would fit I picture 
el Ve It Low the ade el 
aay MAark-U} d offer tne ( 
me? ery considerable savir 
With tl price structure cas le 
nould re ( ‘ erably Be 
} } olume he more read 
»btainable. Muct he ture su 

hie ime}? Pp } 
tT t ime \ 
habits tha i ‘ ! itr 
Consumer Reaction 
Re ! 
mami ¢ 
tors eens ; 


with 


9c each, take a loss, and get rid 
of the merchandise Day after day 
passed and customers Just walked 
by the counters. Finally in despera 
tion he moves the ties upstairs an 
put a $2.00 price tag on them. Sales 
results were immediate and the en 
tire stock was moved at a handsome 
profit. There is a danger of pricing 
merchandise too low. By holding 
the line on beverages during these 
nflationary years I wonder if the 
ndustry hasn't made arbonated 
eVverayes too cheap 
‘Salesmanship is the ability to 
take the value out of a product “une 
mplant it in the mind of the pros 
pect or customer. An essential part 
1 good salesmanship 1s ‘the rignt 
price It does not necessal VY meat 
he lowest possible price over tl 
ost « production. It includes tl 
reall the t nigher price otte 
ncreases the desire to buy 
Wit nsumers buy beverage 
he t only purchase the liquic 
n the bottle, but they pay for, anc 
have continuously proved a willing 
ess to pay a premium for the as 
il ce ot Knowing what they re 
buy Brand advertising and pro 
motion offers people this privilege 
f knowing what to expe th 
ay of high manpower, how best t 
eno he drink now to ordet 
erve { 5 to iin the appl 
her 
Greater margins are ne 1 
re efficient salesmanshiy prom 
t idvertising and distribut 
hye ilues of carbor ‘ t 
! t must be implantes t 
mind ¢ the public through n 
tensive, caretul and expe t : 
th tio! 1 merchand 
\t vholesale price l 
ee the lustry Fey ¢ 
\ ‘ nsumer W fn 
Not he form of evel es 
rhe ’ ‘ t Herter ( 
t it tne t 
t f irt ted t . 
er atmosphere a 


+} 
itt 


It 


i puye r 


concerned the | 


me | 


who was over-loaded 


a stock of ordinary men’s ties 
lecided to mark 


aown to 


them 


purchase, all intangibles, of course, 


important and expected factors 


Dut 


in modern America’s market 
How to Do It 


“Just how each bottler can be 


gin his increase is essentially ar 


individual and local problem. The 
best first step is to make up a set of 
>} x 5 cards of each one of his 
dealers. Next, go out and give deal 
ers this story, check their rea 
tions. Not only on what they say 


they will do, but a critical evalua 
tion must be made of what they 
ut tually will do in the event of price 
increases. Remind dealers that their 


nort 


support is needed to prevent unde? 


cuttil by non-cooperative bottlers 
who would have conditions become 
worse for each individual dealer 
By ‘going along’ with price it 
reases this means wholehearted 
support ot ist lip-service) deal 
ers W be ble to mprove the 
Wi ront structures on beverages 
Vitnit el short time 
A\Tte ne ottler Nas made 
su t ne can meet nis com 
etitors i con re notes. It wil 
require effective salesmanship t 
iccomplish this amonyst some who 





have been engaged in knock-dow 
ind drag out competition, but it Is 
ei! CCE lished in many se 
tions ot tie ountry todays 
oca rocers associatior ind i 
form them of the plan. Chain store 
buve) should be approached als« 
\s ndividual or group you are 
orkit for selfish interests. but at 
the me me vou are ibout to 
oke n that will help elin 
ty } headache for each dealet 
\r ‘ mic parasite or alley oy 
ition tl indercuts is sabota 
rk svster s bevginnin te 
vork over the country todas 
W here Ss used, dealers are Na} 
, stomers re getting more 
} ttlers ire ble t TACE tne 
iture with renewed confidence 
t isn’t far off now that mile 
e ne hich once passed Wil 
} hottlers the road toward 
lreamed-of ivances in this great 
lustry 
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Flint, Emerald Green) 


FOUR COLORS OF GLASS 
nN re) Ale (Amber, Georgia Green, 
ES 
ACL (Applied Color Lettering) 


bottle HIGH LUSTRE 


LABEL DESIGN 
Supplier SYNCRO-FLASH FINISH 
PROTECTIVE FILM 
WOOD CASES 
fers you % DURAGLAS CENTER 
FACILITIES 
|| h CORRUGATED CASES 
a Tt e€Sé CONSTANT PACKAGING 
a 


RESEARCH 


BOTTLES PRODUCED ON MOD- 
ERN AUTOMATIC MACHINES 


OVER 75 YEARS OF BEVERAGE 
BOTTLE MANUFACTURE 








% A corps of top scientists and tech- 
nicians at the Duraglas Center are 


on a perpetual mission to make 
the best beverage bottles still 
better. 


This policy of dynamic research pays 
off in practical benefits for bottlers. You 
get strong bottles up-to-the-minute 
quality... plus the use of a vast fund of 
knowledge and experience in solving 
container problems that is unequaled 
anywhere else 

Take advantage of all the services 
offered you as a Duraglas bottle cus 
tomer. Just call your local Owens 


Illinois office for prompt service 


OWENS-ILLINOIS GLASS COMPANY 
Toledo 1, Ohio 
Branches in Principal Cities 


“@ 7-02. Duraglas bottle with applied color 
lettering. ACL is supplied in one, two, or three 
bright, durable colors 


BEVERAGE BOTTLES 


MN Look better -Last longer 
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e “How” of ACL . 


In beverage marketing, the package is 

recognized as second in importance to 

a ( oe | the product itself. This is the story of 

= / Applied Color Labeling and its effect in 
stimulating consumer buying. 


Presuars no development in beverage packaging it 


the last 50 years has shown such dramatic growth 


———— kl 





or has attained such widespread popularity in a brief 
span of time as has the applied color labeling process 
commonly known as ACL. This article tells the story 


of its development to date 


Applied Color Labeling is the name given to the 
process of applying colored ceramic letters and de 
signs to glass bottles. Colors are applied through a 
lead borsilicate glass which melts at a somewhat lowe1 
temperature than flint, amber or green glass used fo 
bottles. The colors have various oxides, salts or other 


mineral pigments 





In the preparation of these glass colors they are 








ground very fine in paint mills until they form pastes 











ata 


An artist in the design development division prepares the 
art work for an ACL design. The designs are drawn twice 
size to eliminate imperfections. 
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The pastes are applied to the base glass through silk, Later an improved but still hand operated machine 








or more recently metal screens, which carry the de was developed and installed. In 1934, an ACL opera 
signs tion to decorate milk bottles was started at the Gwens 
Aetually, wee of ceramic decorations fer xless con Illinois plant in Columbus, Ohio 





} , 


iners 1s far from being a new or even a recent dis By 1935, the photographic method for making ACL 


covery. Glass artisans have been using various forms screens was introduced and gradually replaced the 






of ceramic decorations for hundreds of years, and 







there is some evidence that the E 





yptians practiced this 


art nearly 3,000 years ago. However, large scale, com 7 












applied color in this country goes back 





Early ACL Operation 


The Owens-Illinois Glass Company was a pioneer in 
this country in adapting the application of ACL on 
vlass bottles as a permanent design for commercial 


ise. The first 


installation by this company was started 
he Huntington, W. Va. plant in the early Thirties 





on a more or less experimental basis 













Huntingtor 





development was strictly a hand 
operation and necessarily somewhat crude in its begin 
nings. The lettering or design was a tually hand cut 
from special paper with the gelatin backing that was 


ironed onto the silk screen 










The application Was one color on one panel in which 


he operator pulled the screen across the bottles by 


CluP | 
hand. There was merely a jig fixture to hold the bottles — 


and a hand operated squeegee which pressed the 










ceramic composition through the screen and onto the Soft drink bottlers were among the first to adopt ACL to their 
packages. Keen competition made an attractive and eye 

catching package particularly important. The bottles shown 
foot lehr used in “firing” or fusing the color to the are only a small portion of the hundreds of brands now being 
marketed in ACL bottles. These photographs on this courtesy 
of Owens-Illinois Glass Co. 


bottle. At that time Huntington had one small three 






bottle 













A lantern projector enlarges the orig Shown in operation is a process camera for copying designs. The positives are photo 
inal drawing and makes it easy to graphed from the art work, the process reducing the drawing to the actual size needed 
copy. for application. 
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older method of cutting out screens by hand. In the 
meantime ACL decorations for milk bottles gained 
steadily in popularity, so that by 1938 nearly one-third 
of all the milk bottles produced by the company were 
in this category. 

Early in 1937 Owens-Illinois for the first time dec- 
orated beverage ware at the Huntington plant. The 
great potentialities of this new field of operations soon 
became apparent. Re-use beverage bottles were a na- 
tural for applied color labeling. One result was to 
centralize all design operations of the company in the 
Design Development Division in Toledo, Ohio. 

The year 1937 also marked the development and 
installation of duplex or combination body and shoulder 
application machines. By 1938 there appeared a com 
pletely automatic ACL decorating machine that would 
put two colors on both the body and shoulder in a 
single operation 

It is noteworthy that the original crude one-color 
application has developed into three-color applica 


tions in numerous glass plants throughout the country 


Causes of Popularity 


Obviously, any development which has gained such 


n 
n 


widespread acceptance as has the ACL process 


period of approximately 15 years must offer good 
and sufficient reasons for its popularity 

The sustained pressure of retail competition, plus a 
steady trend toward self-service stores, have com 
bined to provide strong stimulus to the growth ot 
Applied Color. In the beverage marketing field, as in 
many other fields today, the package is recognized as 
secondary in importance only to the product itself 
This is largely due to industry’s increasing awareness 
of the potency of “eye-appeal” in stimulating consumer 
buying 

Researchers have found that the trend is definitely 
toward brighter, more colorful, reusable containers 
Many beverage bottlers have found that with the ACI 
bottle they are able to place on the market more at 
tractive and more eye-catching containers than those 
formerly used. Moreover, they have permanent label 
designs which do not fade or tear and which are re 
sistant to water and to most other liquids, and in 
many instances enjoy specific Savings In operational 
costs. Some of the ways in which savings are made 
possible include eliminating labeling machines and 
cost of labels, glue, machine operation and labor; 
more efficient washer operation; sometimes more pro 


duction in less time 


Advantages to Retailers 
Retailers in general like Applied Color bottles for 
several reasons. One is that these bottles have greater 
eve-appeal and thus help to promote impulse sales of 
beverages 
Retailers with water-type coolers find ACL bottles 
particularly cenvenient, because the labels do not come 


off when wet 
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Developing ACL Designs 


The first step in developing an ACL design is the 
preparation of the art work 

A separate drawing is necessary for each color in 
each front and back body or shoulder design. These 
are all drawn twice size, not only to eliminate imper- 


fections but to make them faster and easier 


ACL positives are then obtained by photographing 
the art work, which reduces the drawing to the actual 
size wanted. These positives are on clear film rather 
than on glossy paper like that used for regular photo 
graphs, since these are used by the plants in making 
the ACL screens 


ACL prints are made by mounting positives on 

; ; are ee tracing paper and exposing on sensitized black and 

Opaquing or touching up ACL positives before the design is = . 

transferred to the screen requires good eyesight and a high white paper. These prints are sent to customers for 
degree of accuracy. A special paint is used for this operation. approval and filed for record purposes 

‘ciiitim. Gian: Sein ‘ll, Glin: Wi: ial: nt. ay linia ‘ia ACL screens are made from special Swiss silk or 

fine wire mesh screen mounted on a frame. The kind 

of screen used may depend upon a number of factors, 

including the length of the run, the design to be used 

and the surface irregularities of the glass to be cov- 

ered. For long runs many companies prefer the metal 

screen because of its greater strength and durability 

The mesh is attached tautly to a steel frame which 


becomes an integral part of the screen throughout its 


use, A separate screen is required for each color in the 


ay " a 
“ WE , design 


3efore metal screens are used, they are conditioned 
to receive chemical solutions and are then impregnated 
with a gelatin solution which serves to close up the 


mesh in the screens 


In transferring an ACL design to a screen, the posi-~ 

As the decorated bottles reach the end of the printing line in tive is first positioned properly on the screen and 

a modern glass factory, the labels are carefully inspected for 

defects by trained operators. Bottles then go into the lehr 

where the ceramic paint is fused with the glass. the gelatin that is not covered by lettering and de 
sign in the positive. 


then exposed to an arc light. The intense light “bakes” 


FT SH SS  —“—c_ <mes soes 


The screen is then immersed in a solution which 
washes out the “unbaked” gelatin from the mesh, 
leaving the lettering and design “open” so the paint 


can go through 


Just as machines and other equipment used ii ap 


plying ACL decorations to glass containers have been 
the objects of constant development and improve- 
ment, so has continual research and experiment im- 
proved the quality of the ceramic colors used in the 
ACL process 

Some of the major problems that had to be over 
come in the preparation of efficient ceramic colors 
were l Colors that would remain bright and 
sparkling after being “fired” in the lehr and that 
would retain their natural brilliance after repeated 
exposure to caustic washing solutions; (2) Colors 


Bottles emerging from the decorating lehr are inspected again 
before being packed for shipment. The AC labels are now 
part of the glass itself. and will last the life of the bottle. 


that would have the proper smoothness and consistency 


to pass through screen designs without clogging 


Leaders in the development of ceramic colors have 
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REG. U.S. 


. PAT. OFF. 


Lemon:Lime 
Soda 


SUMMER SALES? 
of course 
—_””-“™ 

“The year around seller 


with A 
oT GROW 


B-1 BEVERAGE COMPANY 
4000 LINDELL BLVD. 
SAINT LOUIS 8, MISSOURI 


been B. F. Drakenfeld & Co., Inc., the Electrochemicals 
Department of E. I. du Pont de Nemours & Co., and 


the Harshaw Chemical Company 


Ceramic coloring material is received at the glass 
plants in the form of a powder. This powder is first 
placed in a drier to take out any possible moisture 
The presence of moisture in the color would be likely 
to result in a loose or incomplete union of the color- 


ing material with the bottle 


The powder is then mixed with “squeegee” oil to a 
proper fluid consistency that can be handled readily 
by the squeegee of the printing machine. Additional 
smoothness is obtained by running the mixture 


through a paint mill 


The Decorating Process 


The theory of ACL application itself is relatively 
simple. As a bottle rotates in the machine, the screen 
moves across it and a rubber squeegee presses paint 
through the “open” mesh. The degree of mechaniza 
tion involved in the process depends upon several 
factors, such as the quantity of containers to be 
processed and the style and complexity of the ACL 


lesign 


If more than one color application is involved ir 
the operation, it is necessary for the containers to go 
through a small gas-fired drier in order to dry the 
color sufficiently for the second color application 
Temperatures in the drier range from 200 to 300 
degrees F., depending upon the size and shape of the 
ware being decorated. The procedure is repeated for 


a third color application if one is necessary 


As the ACL ware reaches the end of the decorating 
line, labels are carefully inspected by trained selectors 
who check register, proper heaviness of color, design 


line-up and other factors 


Bottles are n pli d in the decorating lehr which 
gradually builds up to a fusing temperature. Maximum 
temperatures in the decorating lehrs vary from 1150 
to 1400 degrees F., depending upon the size and type 

; 


of glassware involved in the oy 


peratior 


Since the ceramic paint used in the ACL process 
roximately 90 per cent yvlass, the heat of the leh 
It so that the design actually becomes a part of 


Without affecting the container 


s reached when the containers 

two-fifths of the way through the lehr, 
the temperature is gradually diminished 
containers reach the other end of the decor 
more than room temperature. Ap 


ours are required for the triy 


les emerge from the decorating lehr, they 


packed for shipment 
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the biggest profit maker.in the industry! 


gisin® 
SA "cluding Libera! ad eee’ 
& Promotion Allow 


HERE ARE THE 
ACTUAL FACTS 


9%¢ per case is your 
actual flavoring con- 
centrate cost — this 
includes 1%¢ per 
case advertising, 
spent right in 

your own mar- 


ket — plus ee start pelnorn this big 


enerous 
sinus profit maker now! 


allowance! > = Exclusive franchises in your 
‘ 4 o 
*Not Includ- bs? On territory. 
TENTs 
rs 10 Os, 


atte a, Misco USA 


ing Sugar 


ACTUAL SIZE * 
DAD'S 7 OZ. 
“JUNIOR” BOTTLE 


Write, wire, or phone today 


FRANCHISE DIVISION DAD‘S ROOT BEER COMPANY 


GENERAL OFFICES: 2800 NORTH TALMAN AVE. ° ellie \clemer mamas 7 PHONE IN dependence 3-4600 
& 
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LICK ROUGH HanoLNG TN 


af Firepolished 
Lips 


| THATCHER 


WEDG-WALLS. 


If rough handling has sent your bottle 


costs soaring, then it’s time to take some ac- f Porcelain-like 


tion. And one of the best ways to lick this 


costly problem is by using WEDG-WALL 9 “PYRO-GLAZE”’ 
Beverage Bottles. ~ 
Label 





4 


Thatcher WEDG-WALLS are tough, long- 
lived bottles that can stand up under shocks 
and strains. Their rugged, wedge-shaped wall 
distributes the glass so as to reinforce that 
part receiving the greatest abuse. This results 
in less breakage in the trade and helps hold 
your bottle costs down. 


To lick rough handling problems once 
and for all, use WEDG-WALL Bottles by 
Thatcher. And if you'd like to learn the facts i - Sturdy 
on having your own private-mold bottle, ask cE 


to have a Thatcher representative stop by to Wedge-shaped 


talk it over. Write, wire or phone: ? 
Sidewalls 


Thatcher Glass Manufacturing Co., Inc. 


* T. M. Applied 


Ses 


Lower Center 
Solid Base and Wall 


Unit 


of Gravity 


Form One Strong 


Ba 


Boston + I Chicago + Cincinnati + Cleveland « Detr 


Louisville» New York + Philadelphia «Pittsburgh » Rocheste Lonts «St. Pan 
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Akron Botitlers 
End 3-Year Price War 


Free dealing and price cutting are halted as bottlers decide 
they've “had enough”. New price’ schedules are established. 


I 20. Ohio’s three - year - old 


beverage price war ended last 


month when the majority of the 
city’s bottlers halted free dealing 
and price cutting and established, 
individually, new prices that would 
nable them to earn a satisfactory 


profit 


The Akron price war, one of the 
longest on record in the history of 
the industry, was bitter and in- 
tense and 


undeniably hurt 
bottler in the 


every 
territory. It began 


as price wars do when bottlers 


gan accusing one another of un- 
dercutting. It resulted in beverages 


being virtually given away It 


reached its climax in April—just 
four months ago 


] 


leading bottlers in the territory be 


when one of the 
merchandising his 12-ounce 
roduct at the rock-bottom price 
12 bottles for 39c. And there 
Oo secret about the fact that 
ail selling price allowed a 


to the dealer 
They “Had Enough” 


\t this Akron bottlers 


lecided they had “had 


point, the 
enough” 
Spec ial meetings were called to end 
e hostilities which were 

r them where it hurts most 
pocketbook. Bottlers were 
get their 


prejudices, 


aling and price cut 


ablish new price sched 


a fair and 
One plant official 
said: “Let’s start acting like busi- 


acting like ba- 


nessme! 


July they raised thei 


and almost overnight 
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Now! A peakers 


The Mew DOUBLE DOZEN Peckage tet 
orvenacus jembenes Quabry Uienemy Convenes 


THE OFFER... 


At the height of the Akron price 
war, “12-Big 12-oz. Bottles” of 
Golden Age were being retailed 
for 38c.... 


there was a complete transition in 
soft drink prices 

Most six to eight-ounce bever 
ages moved up to ninety cents per 
case wholesale. Ten and_ twelve- 
ounce drinks went to one dollar 
Full quarts jumped to $1.35, while 
twenty-four ounce brands climbed 
to $1.20 

So did the Akron price war end 
last month—at least for the time 
being. There may be an anti-cli 


max 


For one thing, the local citizenry, 
accustomed to paying three to four 
cents for some beverages, may balk 
at paying five, six or seven cents 
for the same product. Secondly, the 
dealers, who were the prime bene- 


factors of free deals, may squawk 


... by Julius Darsky, head of the 
Golden Age Beverage Co. Now, 
like other bottlers in the city who 
participated in price battles, he 
is “glad that hostilities are over.” 


at being reduced to receiving nor- 


mal profits. Lastly, some of the 
bottlers themselves are inclined to 
feel that their 


prices may be 


new ly-established 
somewhat too high 
One bottler admitted to NBG that 
he regards the new pricing schedule 
as “more or less of a trial” 

One thing is certain if the new 
prices are to be successfully main- 
tained: An _ intensive and long- 
range educational program will be 
needed to re-acquaint both dealers 
and consumers with normal bever 
age pricing. It should be noted that 
the Akron bottlers will have to sell 


themselves on this idea, too 
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River Raisin soft drink cases are RUGGED! They give 
maximum trippage — more RETURNS for your money. 
Satisfied customers are the strongest case for River Raisin 
soft drink cases. River Raisin Experts can 


solve all your container problems. 


RIVER RAISIN PAPER COMPANY = Monroe, Michigan 


CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS ¢ PACKING MATERIALS © FIBRE BOARDS « CORRUGATING STRAW 
ONE CALL FOR ALL — DIMENSIONAL DISPLAYS 
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talk of the trade _ 


(Continued from page 6) 


bottlers who've recently upped their wholesale prices | 


for the first time in decades, in response to a wave of 


rising costs that has engulfed them since the war. In 


most cases, retailers have passed the increase along to | 
soft drink devotees. And so the nickel bottle of soda | 


appears to be going the way of the Sc cigar.” 


‘Lil Abner’ Will Promote Orange-Crush 
In Big Ad Tie-Up 


An advertising tie-in that features comic strips and | 


a television show has been signed between the Or- 
ange-Crush ( 
Al Capp, creator of the “Li'l Abner” cartoon charac- 
ters 

Saying that Orange-Crush is now the “offishul 
drink o’ Dogpatch,” the parent company announced 
it has obtained the exclusive right, within the bever- 
age industry, to utilize Li'l Abner and all other Al 
Capp characters in all advertising and merchandising 
activities. 

Already, the Chicago Beverage Co., O-C franchise 
holder in Chicago, has gone on the air with a 13- 
week television show broadcast from WGN-TV 
studios at the Chicago Fair. Commercials advertise 
membership in the Orange-Crush-Dogpatch-Club, 
which viewers may join by submitting a facsimile of 
the Orange-Crush bottle label. 

Alden E. Fork, advertising manager of the parent 
company, has begun a nationwide tour to carry the 
program to every franchise bottler in the country. 


Pepsi-Cola Earnings Up In Second Quarter 

Pepsi-Cola Company's consolidated net profit after 
taxes for the second quarter of 1950 is estimated at 
$1,020,000, it was reported July 31 by Alfred N. 
Steele, president. This figure compares with net in- 
come of $1,430,000 for the corresponding period in 
1949 


First quarter losses, however, reduced the com- 


pany’s earnings for the six months ended June 30, to | 
a total of $920,000 as compared to $2,000,000 in the | 


same period in 1949, Mr. Steele stated 

In comparing the 1950 earnings picture with that 
of 1949, Mr. Steele also pointed out that the figures 
for last year included the net income of Pepsi-Cola’s 
former Cuban sugar subsidiary (which was sold early 
in 1950), as well as incomes from other non-beverage 
operations. Mr. Steele noted that the 1950 earnings 
reflect income derived mainly from sales of Pepsi- 


Cola’s beverages 
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For Better Black Raspberry! 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S. CENTRAL AVE., BALTIMORE 2, MD 


FLAVOREX© 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S$. CENTRAL AVE 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S. CENTRAL AVE 


FLAVOREX© 


MAKERS. OF. FINE FRUIT JUIC 
302 S CENTRAL AVE 


FLAVORS 
asta coms 2. MD 


FLAVOREX© 


MAKERS OF FINE FRUIT JUICE FLAVORS 
¥O2 S. CENTRAL AVE. BALTIMORE 2, MD 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S. CENTRAL AVE. BALTIMORE 2, MD 


BALTIMORE 2, MD. 


FLAVOREX© 


BALTIMORE 2, MD. 
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Liberty’s objective is to help you win greater profits and 
free you from as many bottling bottle-necks as possible. 
This is accomplished by offering you not a cheaper bottle 
.. . but a better bottle buy. Liberty’s ‘““FLAME-POLISH” 
process, which insures original appearance longer and 
increases toughness and trippage, plus Liberty’s LUSTRO- 
COLOR for sales-stimulating eye appeal, are a winning 
combination for increasing your profit margin and 


assuring customer acceptance. 


THE DISPLAY CONTAINER WITH BETTER RETURNS 





Wi WZ a 


Libertas FLAME ~POLISH: 


CHAD LAL WW 





Your SIGNAL FOR GREATER PROFIT! 


bert Glass 


SAPULPA, OKL 


S 
~ 


og. GLASS CONTAINe, 
ALZING IW k : 


SINCE 1918 





“We Raised ... We're Happy” 
To the Editor: 


We raised our prices immediately after the in- 
dustry was decontrolled, because we were losing 
money at the old 80c price. It simply was a case 
of either raising our price or going out of business. 
We told our customers verbally that a price increase 
was necessary due to the higher cost of all of our 
materials and labor. We met practically no objection. 

We had no decrease in our sales because of that 
increased price. In fact, our volume of business 
has been increasing since that time. The old price 
was 80c, and the new price is $1.00 per case of 24 
twelve-ounce bottles of Pepsi-Cola. We charge a 
75c deposit per case of bottles, 2c for each bottle 
and 27c for the shell. There has been no change 
in this deposit for several years. 

Shortly after decontrol we introduced the Mis- 
sion line of flavors in 10-ounce bottles. We priced 
these initially at 85c per case, 5c above the old 
established 80c price. Our flavor business has been 
very satisfactory at this price. We do not enter 
into deals of any kind nor do we give away free 
goods. We stress quality and service and we have 
managed to stay in the black. This would not have 
been possible with lower prices. 

We believe that a general increase in wholesale 
prices by all bottlers is the only way we are going 
to keep the industry healthy. 

EARL V. MACE 
President, Pepsi-Cola Bottling Co. 
Keeseville, N. Y. 


Another Increase Needed? 
To the Editor: 


We had been selling cases of 24 8-oz. bottles at 
75c, and cases of 12 32-0z. bottles of ginger ale and 
club soda at $1.20. Our quart flavors were $1.10. 
We raised the 8-oz. to 80c, and the flavors to $1.20. 

The results of the increases have been fairly 
satisfactory. At the old price we had for over 20 
years, we found we were operating at a loss. But 
even with our increase, we do not believe we will 
show any profit. In fact, if we break even, we will 
consider ourselves lucky. That’s because our price 
increase was small, while our cost increases have 
been heavy. Our labor has increased over 35° and 
ingredients over 20°. Bottles and cases have in- 
creased from 30 to 60%, and rents and assessments 
have also increased. 


» 


What’s the answer for us? 


NAME WITHHELD ON REQUEST 
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THE 1950 RETURNS 
ARE IN 


THE WORLD HERALD 
CONSUMER ANALYSIS REVEALS 


Consumer Preference of Leading Brands of 
Soft Drinks for Home Use in Greater Omaha 





Percent of all Total number of 
Families Using Families Buying 
Each Brand Each Brand 





Seven-Up a 29,570 
Coca-Cola & 23,168 
Pepsi-Cola P 8,347 
MASON'S ROOT 3 7,145 
BEER 
Hires e 5,694 
Nesbitt's . 1,627 
Whistle 
Mission 
Canada Dry 
Vess Cola 


Harding's Col. 
Club 


Clicquot Club 
Miscellaneous ° 
Don't Know A 1,627 











Copyright 1950 World Publishing Co. 


© Sy the bottle—by the carton—by the 
case, this survey shows MASON'S to be 
the No. 1 ROOT BEER in the Greater 
Omaha market... and the fourth favor- 
ite of all soft drinks for home use. 


ALL OVER THE NATION ee 
IT’S sox 
MASON’S ka} 


WIRE "Oar seer 
PHONE I 
WRITE 


for Franchise 








MASON & MASON, INC. 


213 N. Desplaines Street Chicago 6, Iilinois 

















Nelling 
Nants 





C eon is a prime requirement of the selling 
personality. A great deal that passes for courtesy is 
merely automatic and superficial. It comes from the 
lips, not from the heart. Consider, for instance, our 
conversational courtesies expressed in such remarks 
as: “How are you?” or “How’s the family?” neither 
of which questions is supposed to be answered in 
greater detail than “Fine,” or “Okay.” 

We also have a variety of correspondence courtesies 

such hackneyed phrases as “Dear Sir: We have at 
hand yours of the tenth and beg to advise...” or 
“Gentlemen: Your letter of the tenth has been received 
and contents noted.” The conventional greetings, pleas- 
antries, and adieus which we use every day are so im- 
personal that they say nothing, mean nothing, give 
nothing 

Genuine courtesy goes deeper than this. It involves 
listening carefully while the other fellow is talking, 
showing some deference for his opinions (whether we 
agree with him or not), and expressing a warm and 
sincere interest in his welfare. It means appearing 
attentive when we are bored, and being considerate 
of people whether or not they can be of use to us. 

No one cares to listen to the other fellow’s troubles, 
but when we listen—really listen—we learn things 
which bring us closer to him from that time on. The 
clever salesman takes advantage of such opportuni- 
ties to get on the human side. He remembers details 
and makes it a point to ask about them in future 
conversations. In this way he shows himself to be 
interested not only in the man’s patronage, but in 
the man 

One of the ways in which personal relations are 
often undermined is in thoughtless criticisms. It is 
easy to criticise, particularly when talking about sub- 
jects on which our knowledge is incomplete. It is not 
so easy to offer constructive and workable suggestions. 
Criticism is both destructive and negative. The sales- 
man’s approach must always be positive—he must be 
a builder, not a destroyer 

Men may offend others by the way in which they 
offer opinions. Dogmatic statements are never con- 
vincing. The wise man tempers his opinions by men- 
tioning the source of his information. Better yet, he 
puts them in the form of questions rathen than declara- 
tions. The opening “/ think. . .” invites skepticism, but 
the opening “Don’t you think * compliments the 
listener 

Courtesy is a builder of good personal relations and 
good personal relations in business go a long way 
toward taking the effort out of selling 
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SAVE 50% 


On Our “Rebuilt and Guaranteed” 
Bottling Equipment 


Dixie “F'’ one-man unit 
automatic 

250 GPH Cem saturator 
5 HP York cooling unit 


Meyer and Liquid 
Washers 


6 Wide Heil bottle 
washer 


40-spout Cem filler 
24-spout Red Diamond 
Burns model "F"’ filler 


500 GPH Liquid stain- 
less carb. 


World automatic labeler 


New ARNOLD bottle 
washers all sizes 





‘ , 
®@ Bottle conveyor made to specifications. 


Send for a FREE copy of our "General Catalog” 
No. 11049 


IRSTENBERG 


BOTTLERS’ EQUIPMENT CO.INC. 
301-307 Powell St., Brooklyn 12, New York 











¢ 





“Custom-made” Beverage Cases are not manu- 
factured in standard sizes. Your individual size 
and shape of bottle dictates what their measure- 
ments should be. 


Remember, you have less breakage when bottles 
fit their cases. 

“Custom-made” cases are now obtainable. Write 
today for delivery information. 


THE GREEN COMPANY 


Inc. 
10 East 40th St. New York 16, N. Y. 


(Plant—Beliows Falls, Vi.) 
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Popular Partner 


of Summer Fun! 


Since its introduction 
in 1930, 7-Up has made ¥ 
anational sales gain § 
every single year! 
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THE SEVEN-UP COMPANY, St. Louis, Missouri =e 


The All-Family Drink / 
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.B.G. goes to 
PEORIA 








7 


lal 


Another N. B. G. on-the-spot city market study (No. 25). 


L - FAR AS the 


Commerce is 


Association of 
concerned, Peoria is 
wonderful; the “prosperous Peori 
irea,” they call it. So far as bot 
tlers of carbonated beverages are 
concerned, Peoria appears to be a 
very typical city and market, wit 
problems highly similar to those of 
bottlers elsewhere and methods of 
solution equally is incoordinated 

Peoria, in central Illinois, is an 
important grain market, a | 


livestock centel the 


processing 
home of world-famous Caterpillar 
tractors. In its metropolitan area 
some 200 manufacturing 


make 


beverages to 


there are 


plants that everything from 


ilcoholic washing 
machines, with a weekly 
close to $3: million 

Though the city hi: 
combine 


major hotels their 


52 


cilities are adequate for numerous 
smaller conventions, and few weeks 
xo by without some group of dele 
gates descending on Peoria. An ad 
ditional attraction may be the fact 
that neighboring counties are often 
reported to have open gambling 
There is a multitude of small so 
called “night which the 


local delicacy is fried catfish, and 


spots ’ at 


where managements probably re 


sent the Hllinois regulation which 


now forces them to dispense a mini 


mum of one ounce of liquor in all 


nks but these taverns are good 


customers of many bottlers 


Peoria is ringed around with 


such other thriving communities as 


Bloomington, Galesburg LaSalle 


ind Springfield, which definitely 
limits its trading area in all dire¢ 
efforts of 


tions and confines the 


nearly all Peoria bottlers to an ir 


regularly six-county terri 


in radius from 25 to 


There 


the normal amount of out-of-terri 


50 miles seems to be only 


tory competition on the fringes of 
the trading area where overlapping 
is inevitable 

from Chicago are 


Some quarts 


distributed by wholesale 


grocers, 
and during summer months inde 
pendent distributors from Chicago 
often “invade” the Peoriarea, but 
the total of such volume is believed 
to be small 

At least one independent grocer 


Market 


feels that he needs more than local 


Ben Schwartz Super 


carbonated beverages for prestige 


purposes He carries imported 


Celestins vichy (retail 39 cents 
orders in Schweppes from the east 
coast and Cock ‘n’ Bull 


west coast; handles also a Chicago 


from. the 


line of sugar-free carbonated bev 


erages which costs him at least 


£1.80 including freight and _ sells 


for 19 cents. Schwartz, in short, 
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dustry 


mate) 


1941 (prewar) 


Whistle. 





MARKET FACTS---PEORIA, ILL. 


Total bottling plants (includes 2 distributing only) 
One-brand plants and distributors 
Plants producing private-label drinks 


Trucks operated by bottlers (including reserve 

vehicles not regularly operated) 
Total employes, Peoria carbonated beverage in- 
winter, 132; summer 148 
Estimated beverage outlets in trading area served 
Population, Peoria and 6-county area (1948 esti- 


Total retail sales, same area (1948 estimate) 


Carbonated beverage sales in cases by Peoria 
bottlers and distributors (N.B.G. estimate) 


1949 (less than 5% large sizes) 
1950 outlook (maximum increase hope, 10% ) 


Franchise brands marketed in Peoria: B-1, Canada Dry, Clic- 
quot Club, Coca-Cola, Dad's Root Beer, Delaware Punch, 
Dr. Pepper, Dr. Swett’s, Hires, Howel's, Jersey Cream, Julep, 
Kool-Aid, Nehi, Nesbitt’s, O-So, Par-T-Pak, Pepsi-Cola, 
Royal Crown Cola, 7-Up, Spur, Squirt. SunCrest, Vess, 


2,850 


310,609 
$293,970,000 


1,338,000 
2,189,000 
2,293,000 








likes to sell soft drinks, and is cited 
by every local bottler as the leading 


local retailer 


Other big supers in Peoria sell 
lots of carbonated beverages, too; 
and some gasoline stations have be- 
come aggressive merchandisers. 
One such station in a country lo- 
cation is reported to have sold 
4,500 cases last year and is going 
at a faster pace in the summer of 
1950! 

Nine bottlers and two distribu 
tors share the local market. There 
has been only one new plant since 
the war (Kool-Aid), but compari- 
son of the industry today with a 
decade ago shows many different 
ownerships and a completely vari- 
ant group of franchise brands than 
were 


produced in the prewar 


period 


Passive On Prices 


Individually, virtually every Pe- 
oria bottler wailed to N.B.G. field 
editors in this market study about 
the condition of local prices. If 
only other local bottlers would in- 


crease prices, how quickly would 


the present interviewee follow the 
trend! The statements were ap- 
parently made in sincerity. 

“T am ashamed to be part of a 
group of people who haven't got 
sense enough to know when they 
are losing money, and aren’t smart 
enough to do something about it!” 
exclaimed one bottler. “There aren't 


any businessmen in this business!” 
cried another. “Let somebody else 
start the trend,” said a third, “and 
we'll go right along! We're tired of 
working for no profit.” 

All of this reads good on paper 
and sounds good to the ear—but 
they are the same kind of meaning- 
less words that are being mouthed 
by other bottlers in other cities! 
For this is the actual price situa- 
tion in Peoria: 

Pepsi-Cola 12-0z. has been selling 
at 96 cents since August 1948 and 
Hires 12-0z. at the same price since 
November 1949 but no other 
12-ounce bottler considered these 


enough of a good example to fol- 


low : 


Squirt, strongly established local- 
ly and bottled by the oldest plant 
in Peoria, was priced at 96 cents 
from August 1948 to June 1949 
Volume dropped as much as 50°; 
in the first month, then climbed 
back sharply until the spring vol- 
ume was less than 20°; under pre- 
vious year’s figures. And 1949 for 
all Peoria bottlers was markedly off 
from the peak sales of 1947 

But Squirt bottler Ray Derges 
got worried by volume—despite the 
fact that his profit at the 96-cent 
price was highly satisfactory—and 
went back to the 80-cent level. He 


can’t explain why he made the re- 





MODERN AND EFFICIENT 


ing plant, 





Peoria Coca-Cola Bottling Co. is consistently expanding. last year erected 
a 140 x 140 foot garage and service building (inset) adjoining the exist- 





“Very economical... easy to keep clean... 
puts out a good product... very little trouble...” 


No wonde wonder ths CEM Owner 
is so wel pleased / 


The all around satisfaction Mr. Culp is getting know that this is the bottling line with all the 
from his complete Cem System is additional ev- features to assure profitable bottling under a wide 
idence that there is an answer to the problem of range of conditions. V. hy not find out what a mod- 
getting costs down... and profits up. The one ern, efficient Cem System can do in your plant? 
sure way is by a more efficient bottling line. ee 
Practically all other costs are fixed. all sizes are now available for prompt shipment. 


Hundreds of bottlers who own Cem Systems Don’t miss out on your peak business. 


CROWN CORK & SEAL COMPANY 


Machine Sales Division @ Baltimore 3, Maryland 


- - 

as 8 “8 
il ig 
ei 


THE COMPLETE CEM SYSTEM 
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Dour Pian 
: a “tlion 
On “Stalle 
Plete ousted 


Mr. Fred C. Culp, Sr., 

President of the Henderson 
Coca-Cola Bottling Com- 
pany tells here of his satis- 
faction with the complete 
Cem System. His letter is 
typical of the story told by 


Cem Owners everywhere. 


Co., 


Cola Bottling 
Se 


August, 1950 





PEORIA PLANTS 








Top—Newest, most dramatic Peoria plant is Kool-Aid’s quonset with false 
front gaily trimmed with broad stripes and trademarks. Center—Dad's 
Root Beer plant shares building with a large chain supermarket at a 
highway junction. Below—Howel'’s unobtrusive exterior belies ample 
inside space. Drive at left leads trucks to completely enclosed load-and 
unload area. 








duction. He wishes he hadn't. But Pe psi phone ke pt ringing, and rush 


obviously, it would be most imprac deliveries were made all Saturday 


tical to raise the price again unless afternoon, evening, and through 


other prices were similarly in the day on Sunday 


as well. The 
creased demand for the large size is ex- 


Pepsi sales dropped, too, and the pected to be sustained as a result 


Pepsi-8 was introduced which of this promotion. But still, Peoria 


during 1949 substantially outsold bottlers are waiting for “some 


the 12-o0z. bottl To wive Impetus body” to “do something” about in 
to the large size, a mailing of 43, creasing prices 


HOO coupons Was sent out this Quart prices in Peoria are around 
spring, delivered by letter carriers $1.20-——$1.25; but one trip bottles 
on a Friday and Saturday satu ure meeting no sales resistance at 
day turned out to be the first hot 1.45 in 24-ounce size Obviously, 
day of the vear and an estimated dealers don’t mind, and consumers 
75 of the coupon recipients le don't care but Peoria bottlers are 


cided to redeem them at once. The still afraid! 


56 


Trend To Increased Deposit 


Three local bottlers are still 
clinging to the 50-cent case deposit 
on smalls. Four are getting 75 
cents; two increased from 50 to 
75 in April, 1950, and another firm 
made the same jump in June. 

7-Up is experimenting with a 3- 
cent carton deposit, but if dealers 
object, willingly sells them uncar- 
toned bottles instead. A metal car- 
rier for 12 bottles was introduced 
by this firm, retailing ag a com- 
plete unit for $1, which obviously 
includes a 26-cent deposit on the 
carrier. The interesting point is 
that in store demonstration selling, 
shoppers accepted the unit at the 
flat $1 price without asking any 
questions about how much deposit 
was included! 

And the Vess Variety Pack (12 
bottles for 49 cents) carries a 
printed 30-cent deposit statement 
again without consumer objection 
to the 6-cent carton deposit 

These instances seem to prove 
that it is only bottlers and dealers 
who have objections to increased 
deposits and carton deposits; ap- 
parently, substantial deposits don’t 
bother the consumer at all! 


Vendor Programs 


There is the usual coverage of 
Coca-Cola vendors in the Peoria 
area, and several other bottlers are 
endeavoring to create vendor busi- 
ness, though there is a feeling that 
the bottler should earn a normal 
appliance profit on such sales. 

Three bottlers don’t want any- 
thing to do with vending machines, 
and one says that if he put a vendor 
in a gasoline station, the grocer 
down the block would get mad! 

Some placements are on a rental 
basis as high as 20 cents a case. One 
bottlér offers. vendors at $10 a 
month. If 24 payments are made, 
the machine belongs to the dealer, 
but otherwise there is no equity 


Compensations Vary 


As in other cities, no two Peoria 
bottlers pay exactly the same wages 
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to driver-salesmen Average earn- 
ings run from $40 in winter months 
to $90 in summer, though one plant 
pays a flat $60 salary with 10¢ com- 
mission on all cases over 800, and 


bottler 


another “advances” $55 


against a sliding commission scale 


One plant sometimes pays for 


helpers, though in most cases if 
the driver wants a helper, he stands 
the cost himself. There is no union 


problem 


Case commissions (coupled with 
base pay ranging from $12.50 to 
$30) range from 4 to 10 cents, In 
many cases split for fulls and 
empties. The most unusual payment 
scale varies the Commissions in dif 
ferent months of the year to help 
equalize salesmen’s income The 
total is 9 cents in winter, & cents 
in intermediate months and 7 cents 
in summer. The sales commission 
remains at 4 cents: the pennies 
come off the empties, which vary 
from 3 to 5 cents according to sea- 


son 

Most delivery schedules are once 
weekly. One bottler has a_ twice 
weekly 


many go to two deliveries in sum 


schedule all year round; 


mer; a few reduce country routes 
to every-other-week in winte} 

One bottler thinks sales contests 
are bad in that they may create bad 
feeling among the salesmen, but 
others use a variety of plans. Di 
Pepper likes the daily contest with 
cash prizes for a specific accom 
plishment; Howel’s prefers to pay 
Dad’s 


Root Beer says the most successful 


bonuses on individual quotas 


plan is one-month contests with 


merchandise prizes, awarded at a 


steak-and-beans dinner affair 


Movies And Sport Teams 
Promotional efforts run the 
gamut. A popular local type is the 
outdoor free movie run once weekly 
local met 
Sottlers’ 


in country towns witk 


chant sponsorship parti 


mation in these shows may be 


Cl} 
t 
{ 


either providing free drinks for the 


audience ; 


providing the projection 


ist; or supplying the films to be 


shown 


basketball and 


softball teams are sponsored by sev- 


Bowling, junior 
eral bottlers, who feel the publicity 
accompanying winners is well worth 
while. 

A large electric spectacular in 
the center of Peoria is used by 
Squirt, and the only “black light” 
billboard in this area carries a 7-Up 
message. Howel’s likes 4 x 8 Scotch- 
lite reflector signs on roadsides and 
plans to expand its use of these 

While one. bottler 


sumer premiums 


deems con- 
“silly,” Howel’s 


used a flowerpot deal successfully, 


Squirt put out many salt-and-pep- 
per sets (on which dealers made a 
5-cent profit) and beanies have been 
used by Dr. Pepper. Several bot- 
tlers are also pushing portable pic- 
nic coolers for consumer sale, with 
a small profit for both dealer and 
salesman. 

make house-to- 


7-Up salesmen 


house calls on Saturdays, selling 
the metal 12-carrier for $1 and get- 
ting the name of the store where 
the consumer trades. Dealer profit 
on the sale is then turnel over to 


the dealer named. This is held to 





MORE PEORIA PLANTS 





Top—O-So-Grape’s neat, modern brick structure is strategically located 
on heavy traffic trunk highways. Center—Dr. Pepper plant also produces 
Delaware Punch, SunCrest Orange and three private label flavors. Below 
—Nehi operation, established in 1921, is city’s second-oldest plant. 





PROMOTION TECHNIQUES 


are the plant’s sole output. A 96- 
cent price has been tried briefly 
and abandoned several times on the 
12-0z. bottles. The firm operates 
five regular trucks and has a dis- 
tributor in Pekin 

Pepsi-Cola Peoria Bottling Co 
: dates back to 1925, got the Pepsi 
“000000000 j franchise in 1936. Harry W. Brady 
™] Sig al i is president, Frank A. Brady, sec 


retary-treasurer. Besides Pepsi- 





Cola, B-1 is bottled, and four flavors 
under the private label “JuSee” in 
10-0z. size. The company has one 


man servicing cup vendors, includ 


ing a group of Kwik-Cafe units i 


industrial plants 


This has been one of tne test 


markets for Pepsi-Cola in cans, and 


‘ 


distribution is claimed to 65 of 
all outlets, though it is yet too early 
to analyze demand results. Three 
carloads of 1600 cases each are said 
to have been sold in the first two 
weeks of the campaign this spring 

sefore the war, this Pepsi-Cola 
plant operated exclusively with dis- 


tributors, but wartime pe rsonnel 





shifts made the conventional drive 


salesman method necessary. Harry 


Peoria bottlers manifest a predilection for sports promotion. Squirt uses W. Brady is convinced that the dis 
large scoreboards to keep Peorians posted on the leading game of the : 


day. Dr. Pepper has been sponsoring a kids’ baseball team for the past 


tributor plan is much more satisfac 
three years. (Co-owner Clarence L. Herndon is shown standing in center.) 


tory, giving greater incentive to 
the men and serving the company 
better in that “trucks last longer 


when a distributor is taking care 














: of equipment that belongs to him.” 
create much good will and is said franchisee—or at least the second 
t have been instrumental in open oldest Flavors were discontinued In reestablishing postwar dis 
ome new accounts at the beginning of the war with tributorships, Brady holds them up 
} ; sugar rationing. The plant present as a reward for sales ability. A 
Peoria Plant Histories ly hotties only Squirt, aad puts up salesman must work a route fot 
Derges Bottling ¢ Inc. is Peor a small quantity of seltzer in sy the company from one to two years 
's oldest plant, established in 1897 phons before he may become a distributor 
ne Rennie Dereon. When he passed The territory at Streator Ill. with his record during that time 
1919, the business was con was sold in November of last year letermining how soon the goal may 
ed by his partner, and Ray In addition to six company-operated be achieved. This plan permits pay 
Ler gre the son of Bonnie, went trucks, there is a distributor at ing a flat salary to the men thus 
‘ the insurance business. By Canton, III ‘in training” and provides a cot 
13% howevel Ray decided that Areana Bottling ¢ Ine WAS eS stant incentive of the greater earn 
ere Wa i vreat deal of pride ! tablished in 1921, is the city’s se ngs to be had when the distributor 
the family name and that it ought ond-oldest plant. In 1929, Frederick ship is awarded 
to be continued. So he bought the EE. Jacobs went to work there as ar Peor Coca-Cola Bottling Co 
plant back and is now its: active employe; became manager in 1940 Ine. was organized in 1926. This is 
el ind in 1948, together with his wife one of the group of which Carte 
he building occupied is old. but issumed control ipton is president Joel L. Broad 
remodeling plans have been draw! Flavors were previously bottled nax, Jt s general manager of the 
vreatly enlarged plant may but the Nehi franchise was taken — Peoria operation, The modern plant 
completed this vear or next on in 1929, Roval Crown Cola mu has a postwar 50-spout Meyer unit 
“eee -_ } dest Squirt 1988: and these with Par-T-Pak \t the beginning of 1949, one ol 
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When temperatures 9° up demand 
for carbonated beverages rises 
accordingly! More peop! 

active outdoors - + * 

more prospects 


_. . Glenshaw 

The label's in color .- + on the 
glass. No need for costly separate 
labels and labeling operations « - « 
longer-lasting identity «+ ° speedier 
returns! 


GLENSHAW GLASS CO., Inc. — 
————— pe —— at 3 


a 


cP.19 
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STAINLESS STEEL 


THRIF 


From the entrance of each 
ingredient into the process 
lines to the capping of each 
bottle—PURITY travels all 
the way if that process line is 
ENDURO from beginning to 
end. What's more—with 
ENDURO you can be just 
as sure of that purity many 
years from now, as at 
its installation. 





PURELY 
CO.-INCIDENTAL 


Purely?—Yes! For purity is so important in the 
processing of carbonated beverages that stain - 
less steel is used in the carbon dioxide mixing 
tank above and throughout this entire system of 
cooling and carbonation “to prevent absorption 
of impurities.” 





Why stainless steel?—Its smooth, pore-free surface 
is sanitary-as-glass—easy to keep immaculately 
clean—affording no foothold for “impurities” to 
contaminate the beverage. It is positive in its 
resistance to rust, corrosion, food acids and salts. 


With pressures of 60-75 pounds per square inch 
in the carbonator, the high strength-to-weight 
ratio of stainless steel becomes an important factor. 
And with constant pressure on your profit margin 
—its ability t6 hold costs down and help preserve 
profitability is more than important. It is a key 
to successful operation. 


Assure quality control—with ENDURO! And 
cost control—with ENDURO’s easy cleaning, 
low-cost maintenance, high productivity, and 
unusually long efficient life. Ask your equipment 
manufacturer for figures—today! 





~ CHECK ALL 10 ADVANTAGES: Rust- and Corrosion-Resistance © Heat -Resistance 
® High Strength e No Metallic Contamination e Sanitary Surfaces Easy to Clean e Eye Appeal 
# Easy to Fabricate e long Lifee low End Coste What more can be desired in a material? 


For Comple te Details Write 


REPUBLIC STEEL CORPORATION 


Alloy Steel Division, Massillon, Ohio « GENERAL OFFICES, CLEVELAND 1, OHIO « Export Dept.: Chrysler Bldg., New York, 17, N.Y. 
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the first RCA case unloaders went 
into operation, and coupled with a 
Standard-Knapp packer, the man- 
power required to operate the bot- 
tling line has been substantially 
reduced 

In December of last year, floor 
area of the plant was doubled by 
construction of a 140 x 140 foot 
garage and service building imme- 
diately adjoining the rear of the 
existing plant, and so erected that 
a second floor may be added in fu 
ture 

Enclosed bodies are 
this plant’s truck fleet 

Dr. Pepper Bottling Co. of Pe 


favored on 


oria commenced business in 1932, 


and in January, 1946, ownership 
was acquired by partners Clarence 
L. Herndon and Charles W. Hern 
don, who had previously operated 
in Indiana and Alabama Sesides 


Dr. Pepper, the plant produces 


Delaware Punch (7'2 0oz.), Sun 
Crest Orange (10 oz and three 
private label flavors in 742 oz. size 
In these sizes, Herndon feels that 
there is, for him at least, no vital 
necessity to increase 


Peoria 7 Up 


Joyer 


prices 

Bottling Co (a 
operation) has been in the 
Peoriarea since 1936. Presently, it 
is a warehouse branch of Joliet, IIL, 
managed by 


A. Whalen 


quired on which a permanent ware 


Sales Counselor John 


Property has been a 


house is to be built in the near fu 
ture, and eventually followed with 
a complete plant 

All 7-1 pp salesmen here are dis 
tributors——but they receive a two 
week vacation with pay, computed 
on the sales made by the “vacatior 


A sub- 


has just been opened at 


man” hired by the company 
warehouse 
Havana, 50 miles south of Peoria 
O-So Grape Bottling Co 
1939. Ben R 
president and Al. M 


president. The operation 


was or 
ganized in Koch is 
Koch vice 
Is parent 
company interlocked. Besides O-So 
flavors in 7 oz. and 24-oz. one-trip 
bottles, Nesbitt Orange is bottled 


in 7-oz. size reduction from the 


previous 10-02. size Was accom 


plished by withdrawing from. the 


market for four months!), Clicquot 
Club quarts; and Dr. Swett’s Root 
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Beer (7 0z.) was added in December 
1949. 

Dad’s Root Beer Bottling Co. 
commenced business in 1941 with 
Maurice Paul Cohen as owner. Co 
hen had been attracted into the bot- 
tling industry 


successful shoe retailing 


after 20 years of 


Dad’s Root Beer is put up in a 
to half 
, and Vess 


variety of sizes from 7-oz 
gallon; Whistle in 12-0z 
flavors (added in August 1949) in 
10-0oz. size. Five trucks are oper- 
ated, plus three distributors 

A new bottling line, including 24 


spout Liquid filler, 180-case D & L 


Pelihielaaltem Ael(clatate | 


ORANGE JUICE 
is the base of 801 ORANGE 


conomical case costs 
mean more profits 


o complications... Just add 
simple syrup to 801 and bottle 


rial offer —money back guarantee 
will convince you 


nless you try 801, 


you'll never know 


epeat sales build up fast 
WRITE FOR DETAILS NOW 


ours very truly 


Citrus Propucts Co. 
11 E. HUBBARD ST., CHICAGO II, ILL. 


REG. U S. PAT. OFF 








McKay 


installed during 


1944 


manager of 


treat- Chicago) in George ( o 


1948 ( 


washer and water 


ment, was rump is the plant. 


An efficient technique is in us¢e Julep flavors and Jersey Cream are 
at this plant for loading distrib put up in 10-oz. size; Howel’s Root 
utors’ trucks. A portable Rapid Beer in 12-0z. One-trip 24-0z. bot- 
Wheel conveyor is used, on which tles were commenced to be marketed 
a Durant Productimeter is mounted in the spring of 1949 and have been 
This provide San automatic correct moderately successful When this 


count of the load, and similarly firm increased its case deposit from 
counts returned empties without 50 cents to 75 cents in April of 
the need of a special attendant with this year, cases were branded with 
a check sheet the new deposit amount and the 

Howel'’s Beverage Co. was taken additional deposit was collected on 
over by the parent company (Julep each new case delivered. Only six 


MarBert Cora and M-P Cuerry Cota are reasonably 
priced to insure your profit without sacrifice of quality. 
Their taste appeal insures repeat business. For just 
$1.00 we'll send you a full gallon of syrup* 
ready for bottling. Bottle it; sample it, test it on dealers— 


you'll be convinced. Use the coupon to order. 


YOU CAN'T BUY BETTER CONCENTRATE 


MarBert Coia 


MARBERT PRODUCTS, INC., 19 E. Lombard St., Baltimore 2, Md. 


5 


"I 


mii -aceeneee nome 


§ = MARBERT PRODUCTS, INC MarBert Cola { 
19 E. Lombard St., Baltimore 2, Md M-P Cherry Cola 

i Here's your dollar, send a gallon of the flav hecked Check here 3 

c formation on prices t 

j and in i 
Name 

. Company i 

i Address i 

t City Zone State H 

b 


sae eee eee eee eee es ee 


o 
LS) 
























Top — Proud possession of Ray 
Derges is first Squirt bottle he pro- 
duced—believed to be the oldest 
franchised bottle of Squirt in U. S. 
Below — Pepsi-Cola coupon offer 
hit Peoria on first hot spring day. 
produced response that staggered 
president Harry W. Brady. 








customers were lost with this pro 
cedure, asserts Mr. Crump 
Kool-Aid 
Tne is the 
i quonset 
James M 
of the 


up in 
1948 


president 


Bottling Co. of 
newest plant, set 
building in May, 
Woodhouse is 

Kool-Aid 
ire marketed in 30-bottle cases, but 
24-bottle 


firm lavors 


3-0Z 


these are to be changed to 


inits in the near future. In Nov- 
ember, 1949, Hires Root Beer was 
idded in 8-0z. and 12-0z. sizes, the 
latter at 96 cents. Hires had for 
merly been bottled in Peoria, but 
had been off the local market for 
some time. Woodhouse’s franchises 
cover six counties, but he is expand 
slowly and has not vet covered 

his complete area 
G & G Distributor Ine. rounds 


Peoria roster. This firm dis 


tributes Canada Dry products 
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cluding Spur; 


orders submitted by Canada Dry 
salesmen working out of the parent 
plant at Maywood, Hl 


Fountain dispensers and syrups are 


company 


also handled. G & G also distributes 
beer, but has one special properly 
painted truck exclusively assigned 
to the Canada Dry work. Clarence 
F. Gury, treasurer of the firm, says 
he has had the contract for a year 
now and considers it very satisfac- 
tory. Previously, Canada Dry prod- 
ucts had been sold by other whole- 


salers in Peori 


National Prize Incentive Plan 
Launched by NuGrape 


More than 1,000 nationally adver 
tised prizes, ranging from bicycles 
to living-room furniture, will be 
awarded to salesmen of all NuGrape 
bottlers under a new Prize Incen 
tive Plan recently launched by the 
National NuGrape Compary of At 
lanta, Georgia. Bottlers using the 
prize plan have reported that sales 
shown 


already have 


substantial 
yains as their salesmen strive to in 
crease NuGrape Soda case 


he 


sale Ss and 


obtain the points necessary for 
prize awards 


The parent company is sponsor 
ing the promotion, and is assuming 
its full cost 


Church Sanctions Coke For 
Italians, Red Paper Claims 


The pro-communist Italian news- 


paper, ““Pasese Sera,” declared re- 
cently that Coca-Cola can be consid 
ered “the drink chosen by the Vat 


ican to quench the thirst of the 


Catholic masses”. 
It stated that a new Italian firm, 
Fabero Company, which has 
o bottle and distrib 
Italy, will have 


head office in a building owned 


Coca-Cola in 


The newspaper added that in- 
creased Vatican interest in Coca- 
Cola followed 
by the 


recent “benediction 
Alessio 
Alealesi, in Naples, of the drink, 


talian Cardinal, 


and the inviting girls on the Coca- 
Cola posters.” 
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delivers only on 


TODAY'S BEST BUY- 


<p 


The NEW CLARK &Cectric 
TRUCLOADER 1000-lb. Fork Truck 


Were are the Reasons Why: 


This machine embodies every desirable feature 


that experienced users have requested. It is the 
nearest approach yet to the ideal electric 1000-1b 
fork-lift truck 


* Automatic Acceleration automat. 
ically accelerated control is standard. First power 
point selected by directional control lever. on 
steering column—successive points controlled 
through master switch which in turn is con 
trolled by an automatic timer. Guarantees even 
acceleration 


x Non-Plugging Controls impossinte 
to change direction until motor comes to full 
stop. Important safeguard to windings and other 
vital components 


* “Deadman” Safety Brake Brak 
sets. automatically when the driver leaves seat 
releases when seatisoccu 
pied.Combination parking 
brake and safety feature 
Independent of service 
brake. Directional control 
lever also automatically 
locks in neutral when 


driver leaves seat 


* Independent 


boost. Directional lift lever: pulled upward, it 
raises the forks; pushed downward, it lowers 
them 


* Greater Capacity increased sift ca 
pacity and speed; increased travel speed. Sim- 
plified driving—finger-tip control; non-kick-back 
steering 


* Easy To Service Battery-compartment 
cover hinged at front for easy access—plug- 
receptacle conveniently mounted. All grease fit 
tings within easy reach 


You'll want full information on this new “BEST 
BUY” in the entire field of Materials Handling 
Get in touch with your nearby Clark dealer— 
you'll find him a capable counselor on your 
handling problems. The coupon is for your con- 
venience —no obligation 





Hydraulic System- 
Separate motor increases Please send 
lifting and tilting speeds Nome 
about 80 per cent—gives * fre Meme 
drive motor big efficiency Street 


City 


—— ee 


INDUSTRIAL TRUCK DIVISION + CLARK EQUIPMENT COMPANY + BATTLE CREEK 121, MICH 
Elec. Trucloader Literature [) Movie Digest ( 


Material Handling News 


AUTHORITED CLARK INDUSTRIAL TRUCK PARTS AND SERVICE STATIONS IN STRATEGIC LOCATIONS 
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SPrELIA La YF 
Sauctary 


Centrifugal Pumps 


SPECIALTY 
Santtary FITTINGS 


Sw 
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INVEST ) 
IN THE ( 


| Dest 


AEG “0 S OPENERS 









All over the world, \) 
Vaughan's bottle openers \ 
are the choice of those 
who want the best for 


their customers 








No. 277 EXTRA HEAVY DUTY BOTTLE OPENER 
A popular extra rugged opener. Made of 
heavy steel in bright polished nickel finish 









No. 186 “LOCKTITE’ COMBINATION BOTTLE 
ER 


OPENER AND git 


A top favorite everywhere. Rem 
cap, t een Ne top. *nubt Der 
gc Is bottle air tight to pre 

v ts ished br nie nileka i fini ‘h 





A ‘perfect combinat ning rinks 
Jea! for room service i gged ste fi hed 
nick 





\ No. wea ter tgpenstre SPOON be ign raatage o 





No. 190 WIRE BOTTLE OPENER 


No. 206 wikt BOTTLE OPENER 
r Made of N 


A populor low er. Made of Rugged ond durable 
trong No. 9 gauge steel wire ppe gouge steel wire pper or bright 
Polished nickel finish 


idvertising me 3€ stamped on ample space provided on 


6) as shown by somples above 


VAUGHAN MFG. CO. 


Werld’s Largest Manufacturer of Bottle Openers and Can Openers 
3211 Carroll Avenue, Chicago 24 


Holf-Century of Quality and Service 
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BOOKS 


For Botitl 


® 20th CENTURY BOOK OF 
FORMULAS, PROCESSES AND 
TRADE SECRETS 


N. W. Henley 


tific, Chemical, Technical and Household Recipes, Formu 


Contains nearly 10.000 Selected Scien 


las and Processes for use in the Laboratory, the Office 
the Workshop and in the Home. There are hundreds of 
practical formulas which bottlers could work from to 
make up profitable side lines. 1945 revised edition. Hun 
dreds of new formulas. special section on photography 


Fully illustrated. Handsomely bound $4.00 


® FRUIT AND VEGETABLE JUICES 


Tressler, Joslyn & Marsh 


important types of equipment used in preparation, pack 


319 pages: des« riptions of the 


ing and preservation of fruit and vegetable juices; se 
tions dealing with utilization of fruit juice concentrates 
syrup and beverages and wastes, nutritive values of fruit 


and vegetable juices : S6O.00) 
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@ SALES MANUAL 
FOR BOTTLERS 


Compiled by the editors of NATIONAL BOTTLERS’ 
GAZETTE--143 pages: first and only complete text on 
selling for the soft drink bottler; 


the three major markets of the soft drink industry; adver 


practical material on 


tising and promotion, the distribution pattern, sales man 
agement, sales training, publicity, food laws, consumer 
relations and other important subjects: profusely illus- 
trated $1.50 


@ SELF-DEFENSE 


\ valuable. authoritative booklet on bottle-bursting and 
foreign ingredients lawsuits: how to prevent them and 
how to defend them. An excellent legal brief is included. 
Available only to members of the bottling industry or 


their accredited legal counsel $1.00 


Books listed on this page are those in which the prac 
tical bottler may be interested. The description and 
details are by the different publishers thereof, and we 
cannot be held responsible for any errors (if any) con 
tained therein. All prices net, postpaid. Please send 
cash, check, or money order. . . . No books sent on 
approval. 


80 Broad St., New York 4, N. Y. 















The key te better sales 
is better quality! 
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FOOD-ENERGY SUGAR 
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Cerelose and Puritose are registered trade-marks of Corn Products Refining Company, New York, N. Y. 


BOTTLERS discover that more flavor “comes through” 
when Cerelose is used in the syrup blending. 
Naturally... for Cerelose is dextrose, a natural sugar 
found in mature, well-ripened, flavorful fruits. 


For a “high conversion” corn syrup, use Puritose. 
Fall technical service, no obligation 


CORN PRODUCTS REFINING COMPANY. 17 BATTERY PLACE, NEW YORK 14, N. Y. 


66 National Bottlers’ Gazette 








How to get 


ETTER CLEANING: 
at low cost 


Senvices 


~ A 
fy “ 
Slang pu® 


CALL YOUR DIVERSEY D-MAN TODAY 
He's prepored to give you expert 
advice on all your sanitation and insect 
control operations. 


THE DIVERSEY CORPORATION 


1820 Rescoe Street * Chicago 13, Ill. 
In Canada: The Diversey Corporation (Canada) Ltd. 
Terenteo, Ontario 
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THREE REALLY NEW GENERAL CLEANERS GIVE 
YOU DYNAMIC CLEANING POWER ! 


Yes, here’s the revolutionary new kind of cleaning performance 
you hoped would come . . . so radically improved . . . so vastly 
superior that you must see it to believe it! And, just what makes 
these new Diversey cleaners so outstanding? We call it Dynamic 
Cleaning Power ! Only Diversey has it! It’s a revolutionary new 
approach to the formulation of industrial type cleaners! 
Investigate new Diversey D-Luxe, Divoluxe and Diflex today. 
Let your Diversey D-Man show you the amazing difference 
Dynamic Cleaning Power makes... see the difference on your 
own equipment! No obligation! Call or write now! 
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§ 
AAS For Smarter Appearance 


wae ‘ Longer Wear « Better Morale 


RERE Progressive companies—like Spur—are 
~ 


alert to the importance of smart uniforms 
for their employees. That’s why more and 
more leading firms specify Reeves Army 
Twill. They know that this famous fabric 
means greater economy through longer 
wear. It’s extra-durable because it’s made 
only of the highest quality cotton .. . San- 
forized* and vat-dyeu in colors that are fast 
to sun, water and perspiration. 

Make sure your men look right on the job. 
Insist on Reeves Army Twill when you buy. 


*Residual shrinkage less than | 


Uniform illustrated is made for SPUR 
by the Turner Mfg. Co., Nashville, Tenn. 


MY 


peT 


OVERNMENT 
PECIFICATIONS 


ORIZED 


Fay 


REEVES BROTHERS, INC. = 54 worth sTREET, NEW YORK 13, N.Y. 


REPRESENTATIVES IN: Akron ¢ Atlanta + Boston + Chicago « Dallas « Los Angeles « Philadelphia + Portland, Oregon © St. Louts.e Montreal « Toronto 
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THIS IS 
NUGRAPE'S 
PRIZE YEAR! 


eee Se 3 
Preah st oe 


Pree ae et 
Ba TSS oh Wi . 
Sten sce iz =, 


EVERYBODY 
Aa ode J] WINS! 


SA Z 


This is a PRIZE YEAR for NuGrape Soda bottlers 
and their salesmen. 


Bottlers using the NuGrape Prize Incentive Plan 
are boosting sales to a new high. And, it isn’t cost- 
ing them one red cent! 


Their salesmen are working harder than “Ses 
ever, opening new outlets, increasing volume in existing spots. It’s a 
Prize Year for them, too. 


The plan is only a part of the over-all sales promotion program 


that’s making 1950 a prize year...a profitable year...for NuGrape 
bottlers. 





Technical 
Advice in 
Practical Form 
for Bottlers 


ON THE BOTTLING LINE a bottler adjusts 
his syruper to the correct throw for running 
a different size bottle. He is using a “Throw 
Fable” from Hurty-Peck’s Helpful Service Bul- 
letin No. 9. Such helpful advice and assistance 
about throws, beverages, flavors, syrup making 
and bottling formulas are available for the ask- 


ing— without cost. 


IN THE SYRUP ROOM a bottler de- 
termines the correct amount of Ben- 
zoate of Soda for his next batch. He is 
shown using the chart in Hurty-Peck’s 
“Benzoate” Bulletin No. 6. Such cal- 
culations are made easy by the publi- 
cations written by Hurty-Peck’s staff 


of skilled and spec ial trained experts. 


A BOTTLER DISCUSSES plant danger 
spots with his foreman to prevent pos- 
sibilities of spoilage. He is pointing to 
the diagram on page 18 of Hurty-Peck’s 
“Bottlers Prepare” Bulletin No. 8. 
This reliable information, written in 
easy-to-understand, non-technical lan- 
guage, can be put to practical use in 
your plant, too. 





> 
WRITE FOR ANY OF THE 
FREE HELPFUL SERVICE PUBLICATIONS 
LISTED BELOW 
Bulletin No.9— Four Throw Tables with 
Instructions for Use 


Bulletin No. 6— Use of Benzoate of Soda 


* asa Preservative 
HURTY-PECK & COM 


Bulletin No. 8—Bottlers Prepare 
) ee ” 
Makers of Quality Superb Flavers Svrup Room Tables in Wall Chart Form 
indianapolis 7, Ind. Santa Ana, Calif. | = 





| 
| 
| 
| 
| 
| 
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ARIZONA 


Dr. Pepper Bottling Co., Tucson, 
has been purchased by C. T. Fergu- 
son and J. H. Rowsey from C. M. 


Barnhill 


ALABAMA 


Grapette Bottling Company of 
Montgomery is moving into new 
quarters—a 2-story building, 40x 
85 feet. Charles Turner is manager 


of the plant 


ARKANSAS 


Coca-Cola Bottling Company of 
Texarkana is planning to erect a 
new $200,000 plant. Howard Craver, 
manager, expects construction to 
begin the latter part of this year. 

Construction is near completion 
on a new plant for the Nehi-Royal 
Crown Bottling Company of Wynne 
The plant is owned and operated by 
Mr. & Mrs. Fred Ritchey 


CALIFORNIA 
A complete new bottling line has 
been installed at the 


Bottling 


Pepsi-Cola 
Woodland 
The line consists of a bottle washer, 
filler, John 
Ebell is owner of the firm. White 
Rock Bottlers Company of Los An- 


Company of 


crowner and mixer. 


geles rece ntly secured the rights to 
bottle Welch-ade for all Southern 
California and Dr. Pepper for the 
immediate Los Angeles territory 
A. D. MacDonald is manager 
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Richmaid Rancho Bottling Co., 
Lawnsdale, has been purchased by 
Victor Distesano and Associates... . 
Seven-Up Bottling Company, for- 
merly of Yuba City, has moved its 
plant to Marysville, just across the 
Feather River. Joseph Brooks is 
owner. 

Sparklets Bottling and Distribut- 
ing Company of San Joaquin Valley 
has opened a plant at Bakersfield. 
It is operated by D. L. Wallis, Ben 
F. Watts and Ralph H. Walker.. 
Pepsi-Cola Bottling Company, Sac 
ramento, has acquired a Mason’s 
Root Beer 


Cole, Jr. has assumed ownership of 


franchise....John W. 


BOTTLER 
BRIEFS 


Vernor’s Ginger Ale Bottling Com- 
pany of San Bernardino, Inc.... 
Macy Leak, owner of Willits Ice and 
Soda Works, Willits, has sold the 
ice cream department of his organi- 
zation and is now concentrating on 
the production of carbonated bev- 
erages....New president of the 
Pepsi-Cola Bottling Co., El Centro, 
is S. A. 


Greer Nelson. 


Donabedian who succeeds 


Star Beverage Co., San Diego, 
has secured a Dad’s Root Beer fran- 
chise. The plant, operating 20 
trucks, is headed by Carroll Deem. 
...Plans for the construction of a 


new 50x 120’ plant have been an- 








HOME WAS NEVER LIKE THIS! 
AY \\\ wi 
NY i Nt) 


When salesmen check in at Dad's Root Beer Co., Chicago. the first step 
is to pick up a cold bottle from the cooler. Next, each has his own stool 
at a long table with adding machines available to get the figures more 
quickly and without error. Besides being exposed to potent sales-stimu- 
lating signs, each of the long tables butts up against a cubbyhole office 
on the rear wall, for the supervisor of each group of five men—so that 
personal discussions can be had quickly and conveniently. 








nounced by L. D. Williams of the 
Bottling 


Pendleton. Gail E 


Coca-Cola Company at 
Fouts will be 


manager of the new operation 


COLORADO 


Denver Bottling Corporation, a 
newly-formed organization capital- 
ized at $200,000, has taken over the 
distribution of Dad’s Root Beer and 
Clicquot Club products throughout 
25 counties in Central and North- 
ern Colorado. Officers of the firm 
are: Malcolm R. Black, president; 
Phillip C. Reilly, vice-president and 
Robert A. 


manager and 


treasurer ; Newcombe, 
Clarence R. 
Cornie, plant superintendent. Mr. 
Black, for the past two 


sales 


years, 
served as the Denver distributor 
for Dad's A new $60,000 plant 
is being erected for the Coca-Cola 
Bottling Co., Lamar. The 40 by 80 
foot building will have a formal 
opening sometime this month. Ray, 
Cora and Pat Strain are respec- 
tively president, chairman of the 


board and secretary-general man- 


ager of the operation. The firm also 
bottles Nesbitt Orange. 








CONGRATULATIONS! 


Ray Jacobs, left. co-owner of the 
Chicago Squirt Bottling Company, 
extends congratulations to J. Noel 
Barker, a Squirt Company repre- 
sentative. The reason: Barker and 
two of Jacobs’ routemen signed 
up 33 new customers in 5 hours! 








LYNN SELF-CLEANING STONE FILTER 
with Double Filtering Surfaces 





7. Lynn Stone Filter employing 


ao two-surfoce filtering stone 


provides an exceptionally 
quolity of filtered woter with o 


relatively fast flow. !t is equipped 


ith a cleaning mechanism which 
~ 

both surfaces of the filter 
" 


cleans : 
stone quickly and thoroughly- 


s mode in four sizes capacities 
i 


65 to 350 gallons per hour 

Ask for catalog on the Lynn 
d flow type 
Quortz ond 


Filter, also on the rop! 

Bowden Single Valv : 

Minchor Filters manufoctured by 
i 


Hygere. 





Sectional View, No. 5 Lynn 


Self-Cleaning Stone Filter 





DENTON AVE. 


The Only Water 

high WE 
The Inside And Outside 
Surfaces Of The Filter- 
ing Stone For Filtering 


DETROIT 11, 


FLORIDA 


Frostie Orlando, 
and the Bottling Co., 
Gainesville, have started operations. 
...J. R. Sinquefield and G. F. 
Knight have purchased the Grap- 
ette Bottling Company, Jackson- 
ville, from L. L. Rice. The firm oper- 
ates a six-truck fleet. 


Bottling Co., 
Frostie 


GEORGIA 


Royal Crown Bottling Company, 
Gainesville, has been purchased by 
Messrs. R. L., R. L. Jr., J. G. and 
Ben O. Howell. Charles Mauldin is 
in charge of management. Messrs. 
Howell also own the Nehi Bottling 
Company of Thomson, and the 
Royal Crown Bottling Company of 
Moultrie... .Frostie Bottling Com- 
pany of Southwest Georgia, Moul- 
trie, has begun operations. Plant 
owner J. Smith has an- 
nounced that over 1,000 accounts 
have been secured in the first two 
weeks of operations....Robert E 
Curtis has assumed the position of 
sales manager of the Grapette Bot- 


Perry 








Use Berghausen’s 


CARAMEL COLORING 
It’s Safe 


CARAMELS FOR ALL. PURPOSES 


Colas + Root Beer » Other Beverages 





™°E BERGHAUSEN CHEMICAL «-. 


4538 W. MITCHELL AVE. 


CINCINNATI 32 -@ 


OHIO 
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iw Am; ..and Lots Lower 


The New HERMAN 
BOTTLERS’ BODY 


HERMAN ...the Biggest name in 
\ Bottlers’ Bodies gives you a brand 
\ new body .. . lots more pay load 
capacity on the same size chassis. Your 
driver salesman can SELL MORE each 
trip...more money for you. Top deck in easy 
reach . .. no strain on the driver salesman . . . more 

speed on deliveries. They'll like these HERMAN feaures. 








Get the details -— write today. You too can carry more cases on same size chassis. 


“BUY THE BEST FROM THE LARGEST BODY BUILDER” 


Please send me literature and facts about HERMAN 
BETTER BUILT BOTTLERS’ BODIES 























susie HERMAN BO 
cr... a 4400 CLAYTON AVE. + ST. LOUIS 10, MO. 
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tling Co., Savannah, according to 
an announcement by B. F. Lynch, 
New plant for the Royal 
Crown Bottling Co., Dublin, is now 


owner. 


in operation. Building measures 60 
x 70 feet and is located on U. S. 
Highway 20. It is equipped with a 
12-spout Red Diamond filler, Liquid 
washer, Evans gas-fired heater and 
a Liquid carbonator. H. H. Hardin 
and N. A. Hardin are co-owners of 
the plant. M. T. Waltin is manager. 


IDAHO 


Hires Root Beer has been added 
Idaho 
Dad’s Root Beer is now 
bottled by the 
Bottling Co., Twin Falls. 


to the line of 
Boise.. 
being 


Beverages, 


Pepsi-Cola 


ILLINOIS 


Rademaker & Son, Marshall, was 
recently granted a Dad’s Root Beer 
franchise....New water treating 
equipment has been installed by the 
Bottling Co., 


L. Friedlund is manager. 


Pepsi-Cola Jackson- 


ville. J. 


N°5 
Two CANS 
0 GALLONS 


CHECK YOUR 
DELIVERIES 
INVENTORY 
WITHDRAWALS 
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SALES DEPARTMENT 


THE LI 


36-30 Skillman Avenue, Long Island City 1, New York « 


August, 1950 


ELIMINATE! 
YOUR TANK GAUGING PROBLEMS 
with a MILK LEVELOMETER 
P-O-I-N-T-S the way to more profits 


LARGE GRADUATIONS 
EASY TO READ 
SIMPLE TO INSTALL 
ZERO RESETTER 


TODAY’S MODERN SCIENTIFIC ANSWER 

TO THE PROBLEM OF 

KEEPING ACCURATE ACCOUNT OF MILK 
DELIVERED TO YOUR PLANT 


“FOR PRICES AND COMPLETE INFORMATION, WRITE OR PHONE 


INDIANA 
Grapette Bottling Co., 


recently moved into larger quarters. 


Muncie, 


Firm has also added a 32-spout bot- 
tling line and 2 trucks to handle in- 
Ralph 
is manager of the plant. ..New 
plant for the Coca-Cola Bottling 


Co., Inc., Greencastle, has started 


creased business. Hamman 


operations under the management 
of Perry Rush. 


IOWA 


Kool-Aid Bottling Co., Fort Madi- 
son, has been granted a Hires Root 
Beer franchise. Roy Rump is presi- 
dent of the 
Bottling Company, bottlers of Coca- 
Cola, 
drinks in the Creston area, recently 
20th anniversary. 
President of the firm is H. M. Tyler. 
Manager is W. L. Penn. 


operation... .Creston 


Seven-Up and other soft 


observed its 


A new plant addition is now be- 
ing constructed and new equipment 
is being added by the Ames Bot- 
tling Company. The company, 
headed by C. R. Hoff, recently added 
Dad’s Root Beer to its line. 


data 


rolled edge prevents snagging and injury 
Tests have convinced many leading bottlers 


STEEL STRAPPING DIVISION 
BRAINARD 


KANSAS 

Parsons Coca-Cola Bottling Co., 
Parsons, has moved into a new 
plant building. Firm has also added 
new equipment including a dry ice 
liquifying unit and a water purifier. 
Ray M. Vincent is head of the oper- 
ation....Mrs. Esther D. Edwards 
has assumed ownership of the Nehi 
Bottling Co., Coffeyville. 
Burns will manage the firm.. 
Coca-Cola Bottling Co., Clay Center, 


Francis 


is celebrating its 3lst anniversary. 
George Bisenius is owner of the 
operation. 

A sixth route truck and a new 
advertising truck have been added 
to the fleet of the Grapette Bottling 
Co., Wichita. Manager of the plant 
is Bob Dunn; owner is W. N. Daw- 
son.... Pepsi-Cola Bottling Co., Ot- 
tawa, has secured a Dad’s Root 
Beer franchise. 


KENTUCKY 


Edgar Ison has bought an inter- 
Bottling 
Co., Jackson, and is now managing 


est in the Royal Crown 


the business... .Infilco water treat- 


New ARA/INARD 
Stainless Steel Bottle Box 
Strapping 


osts! 


Maintenance : 


New Brainard stainless steel bottle box strapping slashes expen 
sive box maintenance to an absolute minimum 


adds strength 


and safety Stainless is stronger, rust and abrasion-resistant can 
be used in lighter gauges 


more units per pound. Turned edge 
adds to strength 


write for additional 


L COMPANY 
RAINARD STEE NY onto 
yas Larchmont Ave., Warre wo 


STEEL COMPANY ee 


2347 Larchmont Ave 
Warren, Ohio 


Phone STillwell 4-1440 


Kane_—_—_—_—_————"——— 


Company —_———————_ 


tate———— 








ing equipment 
stalled in the 
of the Seven-Up bottling develop- 
ment of Pikeville, 


DuPuy, 


was recently in- 


Hazard branch plant 


according to J. D 


president and general man- 


ager 
MARYLAND 

Q-Ade Bottling Co., Baltimore, 
has been organized to produce non- 
carbonated beverages. The opera- 
tion is owned by the Kress Farm 
Dairy, Inc., and occupies part of 
the dairy plant. 
MASSACHUSETTS 

Armand J. Nadeau is the new 


owner of the Whistle Bottling Co., 
Inc., Lowell 
MINNESOTA 

Queen City Bottling Company at 
Virginia, recently installed a 150- 


tank....Edward J. 


manager of the 


gallon mixing 
O’Brien is 
Coca-Cola 
Cloud. T. A 


business 


new 
Bottling Co., Inc., St 


Holmes is owner of the 


Why Pay Extra | 
Money For Your 
Insurance? 





specialized service. 


NON-ASSESSABLE. 


500,000 in cash 
Premiums. 


savings 





28th and Wyandotte e Kansas City 10, Missouri 
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MISSION MOVIE 


a 
STREET 





Kids by the hundreds lined up 
early to attend a recent motion 
picture show sponsored by the 
Mission Orange Bottling Company 
of Lexington, Missouri. Judging 
from the crowd, the price of ad- 
mission (one Mission bottle 
crown) was just right. 





You can save 15% to 40% of every dollar 
you usually pay for your policies by insur- 
ing with other bottlers now using Dodson 


You get SAFE protection suited to your 
particular needs, and ALL POLICIES are 


In 50 years of service to the Bottling In- 
dustry we have returned more than $13,- 


Ask about our lower rates for Fire Insur- 
ance on good bottling plants. 


BRUCE DODSON & COMPANY 


MISSOURI 

Ken Davis has sold his Grapette 
interests at Poplar Bluff and Sikes- 
ton to J. O. Black, T. L. Oliver, R. 
A. Reed and G. L. The 


new owners will operate as a corpo- 


Hutchins. 


ration under the 
Bottling 
Missouri... 


name, Grapette 


Company of Southeast 


-Smith Beverage Co., 








Insurance 








AUTOMATIC” Prod 





AUTOMATI 


2412 — Syewes, ROCKFORD, ILLINOIS 


Columbia, 
Root Beer. 


is now producing Dad’s 


NEBRASKA 

Valentine Bottling Co., Valentine, 
Robert D. 
has been purchased by 
Robert L. Gass. Mr. 
Whistle franchise for the territory. 

.A Meyer Dumore filler 
Meyer Syn-Cro-Mix filling 
have been installed by the Seven-Up 
Bottling Co., Sawicki 


IS Manager. 


formerly owned by 
Schroeder, 
Gass has a 
and a 


unit 


Omaha. J. G. 


NEVADA 


Crosson Distributing Company, 
the only bottling operation in Elko, 
The plant, 
will bottle 


Pepsi-Cola and other drinks. 


has started operations. 


headed by Tom Crosson, 


NEW YORK 
Stanley Jasinski has been ap- 
pointed a special sales representa- 
tive of the Pepsi-Cola Bottling Com- 
Buffalo....Kies Bottling Co., 
Oswego, has added Dad’s Root Beer 


to its line. 


pany, 


ULTRA-VIOLET RAY 


STERILIZER 


— -away view shows location 
one of the high-intensity G. E. 
UVI ARCS in its quartz tube. 











The LiquiMatic UV Sterilizer gives that final finishing 
touch which is the ultimate in producing perfect bever- 
age water. Its mercury vapor lamps provide a high ger- 
micidal killing power without imparting any tastes or 
odors to the water. The unit operates efficiently and de- 
pendably. and requires minimum upkeep. For full de- 
scription, write for “Final Sterilizing of Beverage Waters”. 


For Better Water Use The <guicWMatic Line 


Write for this Descriptive Catolog 
Details on the complete line of ‘‘LiquiMatic’’ 
products are covered in the 16-page catalog 
“Red Diamond Water Treating Equipment’. 
Write us for a copy, or ask your “Liquid” 

representative. 


PUMP & SOFTENER 
CORPORATION 


ted Exclusively by The Liquid Carbonic Corp., Chicago 
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BETTER FLAVOR 
BRIGHT NAME 
SPARKLING BOTTLE 
EFFECTIVE ADVERTISING 
OUTSTANDING CONSUMER 
ACCEPTANCE 


A Golden Opportunity 
for ALERT BOTTLERS 








BOND CROWN NEWS 


FOR BOTTLERS, BREWERS AND PACKERS NO. 1 





TRADE EDITION 


POSITIVE CONTROL FOUND FOR ALBUMEN APPLICATION 


Bond scientists develop process that centers film, 








eliminates chance of contamination and corrosion 





Why Bond Crowns 
get better 
all the time 


In recent months, Bond scientists 
have improved Bond crowns in 
these important ways: 


Developed controlled application of 
albumen film for positive adhesion. 


Developed clean-shearing of crown 
shells to minimize scratching, dust 
and corrosion at edge. 


Helped develop ultra-high-bake var- 
nish to minimize surface scratching. 


Developed manufacturing processes 
for corrosion-resistance at inside of 
skirt. 

Specified use of special steel with uni- 
form tin coating for corrosion-resis- 


tance and rich appearance 


Developed electronic counters to 


assure absolutely accurate delivery. 


Developed straight-line manufacture 
to assure highest standards of qual- 





ity and cleanliness. 


78 








Properly applied a microscopically 
thin film of albumen will lock the 
cork disc liner to a crown cap with a 
tight, sure grip. However, if too much 
albumen is used, or if it is placed at 
the wrong spot, there may be trouble 
in store for bottlers. 


Bond engineers tackled this problem. 
They came up with an albumen distrib- 
utor superior to any previously used. It 
applies the albumen in an exact quan- 
tity, and always at precisely the same 
point. The result is a positive seal. 














\ 


EXCESS 
ALBUMEN 


There is no possibility of albumen 
getting onto the skirt of the crown to 
cause contaminating dust, or to start 
corrosion on becoming moist. 


This precision control of a manufac- 
turing process, an exclusive Bond de- 
velopment, is typical of the improve- 
ments that are being made month after 
month in Bond crowns to keep them 
first in the capping field. No wonder 
across the nation leading bottlers of 
soft drinks, mixes, beers and ales 


choose Bond crowns. 





IN OLD METHOD of albumen application (left), pieces may be dragged onto skirt 
of crown, They become corrosive when wet. Or they can be knocked off in the crowning 
process, causing dust. In the new Bond method (right), a measured film of albumen 
is exactly centered in the shell for utmost adhesive strength. There is no chance for 


corrosion or dust from this source. 





BONI) CROWN and CORK CO. 


PLANTS 


751$ THOMAS BLVD 
PITTSBURGH 8, PA 


Vth ond LOCUST STS 
WILMINGTON 99, DEL 


3505 SO. CARROLLTON AVE 
NEW ORLEANS 18, LA 


BOND CROWN CO. OF CALIFORNIA 
3101 E. 12th ST., LOS ANGELES 23, CAL. 
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SALES MEETING 


Citrus Products Company sales manager, Pat Northchild (behind stand-up 
display at right), was guest speaker at a recent sales meeting of La- 
Fayette Beverages, Inc., Manchester, New Hampshire. At Mr. Northchild's 
right is Tony Jolicoeur, president of LaFayette Beverages. 





NORTH CAROLINA 


Nesbitt Bottling Co., Sanford, un- 
der the management of J. M. Hen- 
Nesbitt Bottling Co., 
Rockingham, managed by Charles 


nart, and 


B. Davis, were recently granted 
franchises for Double-Cola.... 
Pepsi-Cola Bottling Co., New Bern, 
has started construction on a new 


warehouse at Camp Glenn. 


NORTH DAKOTA 

J. C. Holte and Carroll Day head 
the new Grapette Bottling Company 
of Grand Forks. Mr. Holte is man- 
ager. 


OHIO 
The Squirt 
Akron area has been sold by the 


franchise. for the 


Joseph interests of Youngstown to 





“The FINEST 


DRINK VENDOR in 
merchandising history.” 


—Mike Hammergren 


Miller-Becker Co., Cleveland. Squirt 
is presently distributed in Akron 
by Rocket 
contract for distribution, continu- 
1950, has 


Beverages Inc., whose 


ing for the balance of 





SAMPLING 


ee 


Consumer sampling is helping 
the Dr. Pepper Bottling Company 
of Hamilton, Ohio, win new 
friends for its product. Above, 
sales manager Bob Stapf is 
caught in the middle of a “con- 
tact.” ‘ 





Beverages Look and Taste 
Fresh and Inviting with 





president SuperVend Sales Corp. 


write for details to: 


7 USS eee) ate) Fy walel, | 





134 N. LaSalle St., Chicago 2, Hlinois 


SuperVend drink vendor serves three flavors. Also 
available with HOT DRINK ATTACHMENT for hot 


chocolate or hot soup in addition to the three regular 


drinks. 


2734 N. 
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Janssen Ave. 


POLARSTIL 


PURIFIED 
WATER 


Equip your plant with ao POLARSTIL 
and Presto! your beverage 
products perk up to a new high 

in sparkling new life and taste... 
in sales and profits. POLARSTIL 

is first choice with beverage 
manufacturers everywhere for 
purifying water at a minimum cost — 
LESS THAN Ic A GALLON. 

Yet it pays handsome dividends 

in better looking, better tasting, 
faster selling products. Get in 

line with modern times. Put new 

life in your beverage business. 
INSTALL A POLARSTIL. 

For full particulars, write 


COPPER & BRASS MFG. CO. 


e Chicago 14, Ill. 





Chemicals you live by 


THIS FELLA’S GOT SOMETHING 
ON HIS CHEST 


DIAMOND Technical Service is service, 
And it’s technical. 

The DIAMOND man is highly trained, 
He’s backed by a continuing research 
program of the DIAMOND ALKALI 
Company. What he knows about the 
use of chemicals to solve washing and 
cleaning problems costs money to 


learn. Its worth passing on. 


SSS 


— 


It is free to you——-whenever you 
need expert assistance, 
We say “assistance”, not merely 


“advice” because your DIAMOND man 


—————— 
—_——_—__= 


puts on a coverall and boots and does 
a job. In your plant, on your equip- 
ment, with your water and your 


troubles, his job is to prove to you how 


you can do a better iob. | i DIAMOND ~ 


TECHNICAL 
Remember SERVICE 


DIAMOND TECHNICAL SERVICE | ¥ 


And call for DIAMOND TECHNICAL U2) 


SERVICE from your nearest { 
DIAMOND Sales Office. } 





H 
\ 














DIAMOND CLEANING COMPOUNDS 





CHEMICALS 


DIAMOND ALKAL COMPANY . CLEVELAND 14 OHIO 
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been assumed by Miller-Becker Co 

.W. J. 
the Grapette Bottling Co., Fremont, 
from O. D. Harrison: Ray Kasparek 
will continue as manager. 


DeChelbor has purchased 


OKLAHOMA 

Mrs. Esther D. Edwards has pur- 
chased the Nehi Bottling Co., Tulsa. 
Frank McDougal will manage the 


operation 


PENNSYLVANIA 

Crystal Bottling Works, Wilkes- 
Barre, has been granted a Whistle 
Leo, Ed and 


Blazejewski own the operation... 


franchise Joseph 
Crown Bottling Works, Erie, is now 


bottling and distributing Dad’s 


Root Beer. 


TENNESSEE 

Stiles McMillan has assumed the 
managership of the Coca-Cola Bot- 
tling Works of Pulaski, Inc., at Pu- 
laski. Mr. McMillan at 


served with the Coca-Cola Export 


one time 


Corp. in Japan....The Pepsi-Cola 


DURABILITY 
and GACO 


_.-°" beverage cases 


go together 


THANKS, FRIENDS 


ge 
2/) =. * ah 4 
1) HVOIRANY 
| 40H! fa 


THANK YOU, MEMPHIS! 


loal 


Tf 
ib} 
bis 


CHASE BOTTLING COMPANY 


262 WINCHESTER AVENUE ~~ ~~ . MEMPOTE 





In celebration of its 40th anniver- 
sary, the Chase Bottling Co., 
Double-Cola operation in Mem- 
phis, ran this full-page ad to 
“Thank You, Memphis!” Ad fea- 
tured a picture of the plant as it 
looked in 1910, and expressed 
gratitude to the people of the city 
for their friendliness and pur- 
chases of Double-Cola. 





Metropolitan Bottling Co., 


phis, has started operations. O. 5S 


Goggess is vice-president and man- 


S 
@ £ 





All half-depth cases 
are furnished with 
DOVETAILED center 
partitions.” 


Standard 
replacement 


parts. 


beg 
This 


CIDEON 


August, 1950 


GIDEON - ANDERSON 





Name 

Address 
ey City 

State 


MISSOURI 


Mem- 


ager of the firm which is parent- 
Bot- 
tling Co., Johnson City, is addding 


company owned... .Grapette 
a 40-spout bottling unit in a new 


addition to the plant. Pepsi-Cola 
will be bottled in the new unit. The 


firm is owned by L. L. Rice. 


TEXAS 


Charles Cobb has assumed man- 
agership of the Dr. Pepper Bottling 
Co., Nacogdoches. He had for nine 
years served with a branch plant at 
Mt. Pleasant. The 
added new equipment 


firm has also 
including a 
Meyer Dumore washer, a Dixie au- 
tomatic filler, a Liquid carbonator, 
a Frigidaire ice machine, and stain- 
steel room fixtures.... 
Dr. Pepper Bottling Co., El Paso, 
has moved into a new plant. J. H. 


less syrup 


Trone, Jr. is sales manager. 
UTAH 

R. J. Warner has purchased the 
Bottling Co., 
Logan, and has changed its name to 
the Coca-Cola Bottling Company of 


Crystal Coca-Cola 


JOIN THE 


Oct. 30-Nov. 2, 1950 


FEATURING 


t Vista Dome Car @ Colorado Rockies © Royal Gorge 
Salt Lake City © San Francisco ABCB Meeting 
B Yosemite National Park @ Los Angeles - Hollywood 
Riverside, California © Grand Canyon 
Send for full details and colorful booklet 
Official Transportation Agents for 1950 A.B.C.B. 
Convention Special Train Program 
UNITED STATES TRAVEL AGENCY, Inc. 


(Not A Government Agency) 


Dept. G, 807 15th St., N.W.—Washington, D. C. 
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AMERICAN BOTTLERS OF ! 
CARBONATED BEVERAGES ji 


¢ Officially approved ABCB Convention Special Train 
enroute to and from San Francisco, California 








| SETHNESS CARAMEL COLORING 












( 


ion } way 


John A. 


will retain ownership of the 


Logan Larsen, former 
owner, 


buildings housing the operation 


VIRGINIA 


Plans for constructing a new 
plant and warehouse have been an- 
Norfolk Coca-Cola 
Bottling Works, Inc., at Norfolk 


When completed, the new operation 


nounced by the 


will serve as a distribution center 
for the Portsmouth area Nehi 
Bottling Co., Suffolk, has started 
production. The firm, owned by Mr 
& Mrs 


serve the 


Erman E. Thomas, will 
Suffolk with 
Royal Crown Cola, Par-T-Pak and 


Nehi beverages. Mr 


territory 


Thomas will 


act as Manager 


WASHINGTON 


Grapette Bottling Company, Inc 
of Tacoma has moved into larger 
Plant is managed by 

Jackson, Jr White 


Tacoma, has 


quarters 
Wallace A 
Rock 


‘ 


Jottling Co., 


AMERICA’S 







MODEL B . . . Wet-Dry Cooler 
4,5,6 F. 
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Our Arniversary 
1880-1950 — 


Scthness PRODUCTS COMPANY 12° 


Brilliant * Free Flowing * Acid-Prcof 


Sethness means uniform, dependable Caramel. Your cus- 
tomers depend upon you.. 
brilliantly clear, free flowing, acid-proof, Caramel Color- 
ing. Take no chances—be assured of quality and uniform 
strength. Take advantage of our experience and service. 


. you can depend upon us for 


1300 W. Division Street, Chicago 22, Illinois 


added Dad's Root Beer to its line. 

Seven-Up Bottling Co., Belling- 
ham, is erecting a branch at Mt. 
Vernon. It will be used at first for 
distributing purposes, but provi- 
sions have been made for the addi- 
tion of bottling 


equipment when 


this is deemed advisable... .Glaser 
Beverages, Inc. has acquired a 
Hires Root Beer franchise for its 
Bellingham .Puget Sound 
Bellingham, has 
passed into the ownership of D. E. 
Shintaffer.. . Bottling 


Co., Spokane, will erect a new plant 


plant... 
Zottling Co., 


Coca-Cola 


to replace the present one. 


WISCONSIN 


Pepsi-Cola Bottling Co., 
gan, has for the fourth consecutive 
Safety 


award. ... Mrs 


Sheboy- 


Wisconsin 
Traffic Contest 


year won the 


Laura Brey and Charles A. Rolph 
have recently purchased the Car- 
dinal Bottling Co., Madison, from 


29th. St 


et, Long Island City, New York 


Norman B. Anderson. The opera- 
tion will produce Whistle and Vess 
beverages. 


WYOMING 

Amos L. Wisdom has become a 
co-owner of the Whistle Bubble-Up 
Bottling Co., Riverton. Other part- 
Alva C. and Kenneth W. 
Bottling Co., 
has been purchased from 


ners are 
Gray... . Pepsi-Cola 
Casper, 
Burl W. Jones by William L. Ger- 
lach and F. F. Vanderford, both 
formerly associated with the Pepsi- 
Ovla Bottling Co., 


Colorado. The new owners have as- 


Colorado Springs, 
sumed eperation of the business 
which holds the 
chise for a large 


Pepsi-Cola fran- 
number of Wyo- 
ming counties including Natrona, 
Crook, John- 
Weston and Sheri- 
dan. The firm will continue to bottle 
and distribute Pepsi-Cola, Nesbitt’s 


Converse, Niobrara, 


son, Campbell, 


Orange and the full line of Jones 


Beverages. 


. Capacity 


FINEST BEVERAGE COOLERS 
tad 
Bevo 


Three sizes in each 
model.. 


range from 5 to 50 
cases, here is the an- 


swer for fast, low-cost, 
trouble-free cooling... 
Write for literature 
and complete details, 


Tie BEVCO Company, Ine. 


3316-28 So. B'way. °¢ 


CHOICE OF THE TRADE IS THE “BEVCO MAID” 


St. Louis 18, Mo. 





MODEL DB... . Dry Cooler 
6, 8, 10 Ft. 
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a ct al aS 


merge their engineering 
the World’s finest, most 


Modern Bottlin: 


All facilities of both Companies — experience, 
engineering, craftsmanship and know-how—are 
now combined. It will pay you well to look to 
this single source of supply and service for the 











MEYER DUMORE BOTTLE CLEANER JUNIOR BOTTLE CLEANER MIX FILLING UNITS 


1 


WORLD 2-UNIT TANDEM LABELER WORLD’ 3-UNIT TANDEM LABELER WORLD 4-UNIT TANDEM LABELER TANDEM LABELER 


Cc 
YER oe ECONOMI 
mE MACHINERY fo oF 


on of Geo J. Meyer 


Divis' ‘ 
? nut 
Bottling Equipmen y, WISCONSIN 3 
“Used THE CUDAH “ 


” . A ; CESTER, 
woruD OVER .s ; wor A 


MASSACHUSETTS 
. S. Ae 
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Plant Adds 1,000 New Salesmen 


9 the twenty 


been In business, 





two vears it has 


Miller Beverages, 


Irn bottlers of Clicquot Club and 


Mission Beverage 


wick, N. J., has 


s in New Bruns 


consistently used 


the “power of advertising” to ex 


pand its market 
sales volume 

lhe companys 
pornt-or-} irchase 
vertising nis 
radio programs 


hewspaper ads 


ind develop its 
Su Dig user ol 
and outdoor ad 
sponsored several 
frequently runs 


ind distributes ad 


vertising specialties. But according 


» Philip and Da 
plant 
plat 


tivertis 


be Tound amons 


The Millers will 


mM tl advert 
ced that 
ry | 
is ive ) 
mmut \ ( 
eque \ ! 


vid Miller, co-own 
their most impo 
medium is not to 


inv of these media 


favorable word 


hey are cor 








A successful open-house celebration did the trick. 


mission 





Top—Impressive-looking outside, efficient-working inside. the new 
plant of Miller Beverages, Inc., New Brunswick, N. J.. was “pre 
sented” to the community at a big open house party. Above—Co 
owners Philip and David Miller: They use lots of advertising media 
but put most faith in favorable word-of-mouth publicity. 
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FAVORITE 
OUT’’ AGAIN.. 


Always a strong contender for top honors as 
America’s favorite thirst-quencher, juice-type orange 
igain is a best-selling cold drink. One swallow 
doesn’t make a summer, but it does explain, 


better than ten thousand words, the reason why 


Orange Julep has rated so high for over 44 years 


And, as Orange Julep goes, so go the other ‘\ 
tempting flavors in the Julep line up! up! up! 


You pay no premium for the extra quality of Julep \ur aS \ 


flavors. They cost no more than ordinary types. 


Automatic Quantity Discounts increase your profit per 
bottle. And prepaid freight on shipments of 12 gallons 


or more saves you many dollars per season. 


Let Julep’s better, brighter taste build your business. Try 
Julep Flavors in your own bottles, or use ACL bottles 


and crowns under our protective territorial franchise. 
Write today for details 


TASTE ORANGE JULEP... compare it with orange flavor 


you now bottle. Send for finished drink or concentrate samples. 


THE JULEP COMPANY 


353 W. Grand Ave., CHICAGO 10, ILL. © 200 Davis St., SAN FRANCISCO, CALIF. 


Famous for ROOT BEER 


—the quality franchised drink—acclaimed by successful bottlers 
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Left—New Brunswick's popular and handsome Mayor, Chester 
W. Paulus, played a big role in the open house celebration, 
officiated at the tape cutting ceremonies. More than 1,000 per- 








= * 4 


sons—men, women and children—attended the plant open- 
ing, downed plenty of soft drinks and refreshments. and 
received an entertaining lesson in soft drink production. 





Wavs pone 
tanding ar 


{ 


favorable w 


Several weeks ago, the Millers 
took another important step. to 
build their business through their 
most cherished medium. Upon the 
opening of their new plant, they 

ited “one and all” in the com 
munity to “be our guests.” 

Some 1,000 persons enthusiasti 
cally accepted the invitation—and 
they weren't sorry The Millers, 

ided by the plant’s entire sale 
fore vhich was on hand througt 

the day presented a bang up 

irse how to make i pla t 
ype mett that people Will 
talk al 

While th ds munched 1 
freshme { downed soft drinks 

‘ the house member of the 
Miller orga t explained 
easv-to-understand lia lage tne 
york the tt equipment 

ed ul ne il S te ruck fleet 
tor “oot wd il ind displayed 

imple I endors and c ers 
vhich Miller executives nd en 

plover pointed ed “will serve 
vou wherever you are As its b 

treat. the Miller ed up Chester 
W. Paulus, New Brunswick's popu 
ul 1} dsome mayor, t cut the 


all out to gain that good 


id respect—-which breeds 


ord-of-mouth publicity 


tape” and take part in other festivi- 
ties 


a big shindig,” the Mill 


after the 


“It was 


ers said happily open 


celebration was over, “and it 


But it 


house 


cost us a pretty penny was 


Every man, 


child 


will 


well worth it 


person 
who attended 
talk 
plant and products for a long time 

“The added 


1000 new 


woman, and 


the opening about ou 
way we see it, we 


salesmen!” 


Independent Union Wins 
In Rochester 


The Monroe County Carbonated 


Employes Association, an 


Beverage 
unaffiliated recently won a 
National 

election to represent 20 ¢ mployves of 
Qualtop 
N. ¥ 


Loser in the 


group, 


Labor Relations Board 


Rochester 


Beverages, Im 


election was the 


Glass Bottle Blowers Association 
AFL The election, according to 
\ron Lewis, treasurer and general 


manager of the Qualtop firm, was 


held after both groups claimed they 


feti 


were preferred as representa es 


majority of the 


hy 
" 


em ioOves 


Beverages bottles fruit 


Qualtop 
beveras under its own name, and 


a number of coun 


York 


Cliequot Club for 


es in western New 


Big Eastern Coke Plant 
Suffers $500,000 Fire 


The Coca-Cola Bottling Company 
of Rockville Centre, L. I, N. ¥ 
struck by 


was fire on June 23rd 


3efore the blaze could be ex 


tinguished, an estimated $500,000 


damage was caused. The destruc 
tion of 100,000 cases of filled and 
empty bottles was among the losses 


repor ted 





155-Day Strike Ended 
At Alabama Coke Plant 


A 155-day Alabama 


Company, at 


strike at the 


Coca-Cola Bottling 


Gadsden, came to an end sev 


weeks ago when the 


company an 


with the local 


nounced a settlement 
inion 

The 
vears of uninterrupted relations be 


Alabama Coca-Cola Bot 


new contract provides three 


tween the 





thing Co nd Local Union 34, Soft 
Drink Division, CIO. An increase 
in wages of 10 cents per hour on 

hourly employees and a new 
salary commission system cover 
ing all route salesmen were grant 
ed by the company. In addition, pro 


sion 


was also made providing au 
tomatic increases for all employees 
1951 


effective 
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REDUCE SNAGGING AND HANG-UPS 
WITH ARMSTRONG’S NEW HI-SPEED CROWNS 


HI-SPEED CROWN OLD-STYLE CROWN 
HERE'S WHY HI-SPEED CROWNS PERFORM BETTER 


This diagram shows how the Burr is on underside of skirt 
burr on skirt has been removed where it causes more friction, 
from the underside of the crown. snags, shutdown time. 


Because Armstrong’s new Hi-Speed 
Crowns have no burr on the underside, 
they reduce snagging and hang-ups in 
crowner chutes, and production downtime. 


‘ 





This unique construction permits a faster, easier 
flow with less friction and scraping of crowner hoppers 
and chutes. There’s not so much dust in your crown 
ing machines, and there’s considerably less scratching 
and marring of crown decorations. 

You can get Armstrong’s new Hi-Speed Crowns 
now at no extra cost... in any quantity. For further 


information, write Armstrong Cork Company, 
Glass and Closure Division, 6308 Prince 
Street, Lancaster, Pennsylvania 


THERE'S A SOURCE OF SUPPLY 
NEAR YOU 


























WEST COAST REPRESENTATIVE JOHN MULHERN CO 175 13TH ST SAN 
3236 UNION PACIFIC AVE. LOS ANGELES 23 CALIF 116 


¥ FRANCISCO 3. CALIF 
STH AVE. NORTH. SEATTLE 9. WASH 
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“Vaste Tests Si 


People know what they 
like, but they don’t know 
why —so you've got to 
“educate” them. 


aurried out. by Victor \ 
Morrisor 


marketing research students at Los 
\ ele State Collepe ndicate 
hat people can't distinguish 
brands of popular carbonated bev 
erages, and don't like the taste of 
he brand they usually buy any bet 
ter than competitive brands. And 
hat they think they like } h cat 
it } it ? rece ’ tT 
Method Impartial 
Four brands of were used 
nree of the me popular nes ili 
t pet ct t t ! iad ot et we 
ft For n me hree 
' ryvest ‘ ! l ad were eT 
( tt ( repeater Ss 
he mak otal ¢ tout 
Deets } met 1 were ly 
t te re | 
‘ vhict ted tt 
rhe ‘ mie ‘ t re 
ple \ ad K t everauye 
f P “=e 
‘ i shiy 
te preteren t Vuais ! 
t t t ry 1 t Tt t 
my ‘ el the tel 
ved Olne |} adres j 
‘ t rhe 1 
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in parks, homes, filling stations, and 
schools 

Each respondent was given uni 
dentified samples of each of the 
similar drinks*, in small, identical, 
paper cups, and asked which he 
or she liked best, and why. Subjects 
were encouraged to re-taste as much 

he or she deciding 


Other 


wished, in 


preferences and reasons 


uestions were asked about com 
parisons with the other flavors and 
why, which brand names familia 
vith, whether he thought he recog 

ed inv of the tuste sumples, 
When he last drank this kind of 
eVverage and where, et \ve was 
estimated by the 


Interviewer 


The order in which the drinks 
were arranged was rotated. so eact 
is offered first, second, third, and 
fourth an equal number of times 
Care was exercised that tempera 
ires were suitable 1 equal, and 
hat carbo on loss s sn ind 
equ 
Results: No Preferences 
t er Vi t 
ittempt t uess wh ' | \ 
he ilrinks were \n Ls 

lt persons vn i ivnt 
hev rece ed one r more bran 
25 were right roughly the number 
tr \ | be correct re 
ct S18 

() inkl! ccording Oo taste 
ke est the il ‘ 








brands fared no better than | 
popular products or the one that 


had not vet been offered 





Reasons for liking one drink bet 
ter than another usually |} to cd 
With sweetness or carbonatio1 

Degrees of sweetness cal i} 
parently be distinguished with 
some reliability. Some persons like 


sweeter drinks and thev ranked 


high-sugar beverages high, and low 


sugar brands low Persons likit 
less sweetness ranked them co! 
versely. The sugar contents I po} 
lar dt KS now mm the marke 
pear to be close to the appy me 
dium. Brands that got the mos 
first place votes tended to als 
the most last-place votes, presun 
ably because of higher " 
I 
j I 
Fe t t 
nce 
\ 
Howeve tle 
‘ ‘ wlay 
1 t ‘ ‘ 
Seol f , 
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Better Coloring 
with 


: BER, 
TRADE MARK 


BRAND OF 


CERTIFIED FOOD COLORS 


Your finished product deserves the finest. Secure maximum sales and eye 
appeal by using Sterwin's Parakeet Certified Food Colors. 


These pure food colors are manufactured by Sterling's Hilton-Davis Chemi- 
cal Co., leaders in the color field for 25 years. Their experience and know- 
how quarantee the production of top quality certified food colors. 





WRITE TODAY for new booklet 
giving information on Sterwin's 
complete line of Food Colors. 


ie 








$ ? ’ £9 AAA “ 
; { ASA 
‘SF A 4/448, 


4 
’ 


SUBSIDIARY OF STERLING DRUG INC. 


1450 BROADWAY, NEW YORK 18, N. Y. 
445 Lake Shore Drive, Chicago 11, IIL. 
FACTORY: CINCINNATI, OHIO 
Branch Offices 
itlanta, Boston, Buffalo, Chicago, Dallas, Kansas City (Mo.), Los Angeles, Minneapolis, Portland (Ore.), St Louis 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 
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than-average sugar content. In 
other words, some persons like more 
sugar and some like less, but taken 
altogether, people have little pref- 
erence between the brands now of- 
fered. 

People think they like more car- 
bonation, especially in lemon-lime, 
and some selected their preferred 
drinks because “most highly car- 
bonated.” However, the same drinks 
were ranked last by about as many 
other persons because “least car- 
bonated.” 

Taste studies on some food prod- 
ucts have found clear-cut prefer- 
1 AYA ALO) IR ences for certain flavors, and rea 

sons . , 2 — nile 
fi — nt ) ons for them. But with carbonated 


beverages, at least in this test, dif 





ferences seem to be largely in the 
ALVEY CONVEYORS consumer's mind 

It’s up to you to put the idea 
that your product tastes better 


into the minds of as many persons 





as possible 





C. S. Jacobowitz 


Charles S. Jacobowitz, 72, head 
of three machinery concerns’ in 
Buffalo, New York, died July 4. Mr 


Manhandling anywhere in the plant 


is a labor cost that affects profits. Jacobowitz headed the Chas. 8 
Jacobowitz Company, The Niagara 
Get rid of it every place you can. Filter Corp., and Speedways Con 


veyors, In 


ALVEYORS are engineered to cut Starting his business career at 


: ; an early age, Mr. Jacobowitz, while 
Bottlers can reduce manhandling to the verv minimum. 
still in his teens, became the owner 
their handling costs : , ed a oe ee 
9 Alvev convevor spec ialists have been of an Atlantic and Pacific Tea Com 
and increase pany store. He subsequently went 


the Pp ofit ma gin working out aa ific conve ying problems into the ce and coal business, cart 
r ' r 


tl ] tl } f t TI Ing, and brewing W hen Prohibi- 
i ugh ¢ ird of a century. Ihe 
by selecting ough a third ¢ tion was enacted, he purchased ap- 


ALVEY experience they have gained partic ularly proximately 200 breweries through 
= . 
3 


out the country and sold the ma 
Equipment. from mastering unusual layouts and chinery to every part of the world 


varied handling requirements, can be He started the Niagara Filter 
Corporation in 1942 and the Speed 


of special value to you Feel free ways Conveyors firm in 1943 





to consult Alvey specialists 
Mrs. Anna Shuecart 
on anv of your handling problems ; 
n any of your} indling lem Mrs. Anra Shucart, president of 
Just write Or phone the I.B.C. Root Beer Company, St 
Louis, Mo., died June 26. Mrs. Shu 





cart. 57, was the wife of Jacob 


ALVEY CONVEYOR MFG. CO. cack iar Cae . 


Company, 
93 Olive Street Road, St. Louis 24, Mo Branch Sales Offices in Prin ipal Cities Louis 


90 National Bottlers’ Gazette 





Nortu...SOuTH...EAST...WEST... 
THOSE WHO 





MILLER HYDRO 
Gottle Uuwew 


NO ONE MAN CAN 
From every point of the compass, more and more bottlers who want the LOAD A MILLER 
best are choosing Miller Hydro. And for good reason. In more than 35 [YDRO OF ANY CAPACITY! 





ars service ttl Miller Hydr as proved its superiori 
years of service to bottlers € ydro has p wit ed its suf eriority on With the new Miller Hydro 
every count. Its bottle washers are more beautifully styled, more at- Bottle Loader, one man can load 


tractively streamlined. They are built of the finest materials to last longer 4P to 300 bottles per minute. 

. Hundreds of dollars per year 
saved on labor alone! Available 
satisfaction with simple, trouble-free mechanism. Available in 30 to 300 4S optional equipment on all 


. ial Sle ‘ Miller Hydros. 
b.p.m. capacities. Takes all size bottles. WRITE FOR INFORMATION. 


MILLER HYDRO CO. 


Wanufacturers of MILLER HYDRO BOTTLE WASHERS ® MILLER CASE PACKERS @ Bacubridge. Georgia 


at lower maintenance costs. They are designed to give positive washing 





MILLER BOTTLE CONVEYORS © MILLER KENDALL MIXERS = © MILLER INSPECTION 
boxtS = ® MILLER FLUORESCENT INSPECTORS @ MILLER ACCUMULATOR TABLES 


wesv coasv es au 
JOHN MULHERN CO. sew reemcis 
RePmESEmTarive ae os 
Serving Bottiers 


Since 1913 

















Popular, 
High Profit 
CHOCOLATE 
DRINK 


A refreshingly differ 

ent Chocolate drink 

that is a proven year 

round best seller 

ADD IT TO YOUR 
LINE 





NEE 


A Name that Means 
LAVORS 








“Wets 
ACE 
’ oo : 
rea i 


467 —1 to 12 
491— 1 to 18 


WRITE FOR TRIAL ORDER 








Sur TRADE oho! REG. © 


BEVERAGES 


Grape » Root Beer 
» Ginger Ale © Cream Soda 
Strawberry © Shamrock Lithiated Lime 
» Lemon ® Lemon Lime 
Scores of bottlers know from their own experience 
that SWANEE flavors are better tasting . . . faster 
selling. Compounded from top-quality ingredients 
by highly-skilled chemists. Full line of flavors and 


under one name will increase your sales, increase 


your profits. 


WRITE TODAY 


For Full Information 





@ 


Office and Factory: 
517 Stephens St. S.W., Atlanta, Ga. 
Address All Replies to: 
P. O. Box 68, Station A, Atlanta, Ga. 
Also Branch Office and Factory: 
1127 S. Beckley Ave., Dallas, Texas 
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Y 
Zbersonals// 


Grapette bottler O. M. Howard, 
of Harlan, Kentucky, is the new 


president of the Harlan County 


Chamber of Commerce. Mr. How- 
ard, a business and political leader 
of Kentucky, is also vice-president 
of the Kentucky Bottlers’ Associa- 
tion. Owen Brown of the Coca- 
Cola Bottling Miami, 
Florida, has been elected a director 


Company, 


of the Society of Fleet Supervisors 
of Greater Miami....Henry Arbel, 
Bottling 


California, was 


Seven-Up Company, El 
Centro, 


elected 


recently 
president of the Imperial 
Valley Bottlers Association. 

B. T. Fooks, president of The 
Grapette Company, Inc., Camden, 
Arkansas, has been elected to serve 
on the Executive Committee of the 
Board of 
Methodist University. 


Southern 
The Board 
of Directors of the National Bank 


of Joliet have announced the elec- 


Trustees of 


tion of John M. Joyce as President 


of that banking institution. Mr 
Joyce, president of Joyce Seven-Up 
Bottlers, Inc. and chairman of the 
Boards of the Joliet 
Bottling Co., 
Bottling Co., Seven-Up 
Bottling Co. and New York Seven- 
Up Bottling Co., 


Chairman of the Cathedral cam- 


Seven-Up 
Chicago, Seven-Up 


Madison 


Inc., is General 


paign now in progress in the Dio- 
cese of Joliet 


M. R. ODERMATT 
Controller of the Mundet Cork 
Corp.. North Bergen, N. J.. was 
recently elected president of the 
New York Chapter of the National 
Association of Cost Accountents. 
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-recording 


Ray A. McCarthy, president and 
general manager of the Seven-Up 
Bottling Company of Jacksonville, 
Florida, has been elected president 
of the Downtown Lions Club of that 
city....Frank G. Louthan, of Rich- 
mond, execltive secretary of the 
Virginia Associated Bottlers of Car- 
bonated Beverages and of the Vir- 
ginia Manufacturers’ Association, 
Inc., has been selected as one of 150 
“field States 


who will 


counselors” in the 
help small businessmen 
multi-million-dollar 
business of the Marshall Plan. This 
Paul 


G. Hoffman, Economic Co-operation 


share in the 


announcement was made by 


administrator. 


ELMER C. HOPFER 
veteran representative of the Ci- 
trus Products Co., Chicago. will 
shortly complete twenty years of 
service with the firm. 





Jim Farley, head of the Coca- 
Cola Export Corporation, celebrated 
his 62nd birthday at the dedication 
of the new plant for the Houston 
Coca-Cola Bottling Company. Mor- 
ton Downey, radio, television and 
thousand 
Hobbs, 
president of the parent Coca-Cola 
Co., Atlanta, in singing 
birthday” to Mr. Farley. 

William T. Miller, 


duction manager of the Nehi Cor- 


star, led a 


guests, including William J 
“happy 
assistant pro- 
poration, Columbus, Ga., has been 
elected to serve as president of the 


Georgia Junior Chamber of Com- 


merce, 


John L. Smith 


John L. Smith, 62, Chairman of 
the Board of Chas. Pfizer & Co., 
Inc., passed away Monday morning, 
July 10, after an illness of several 
months. One of the real pioneers in 
the drug and chemical field, perhaps 
best known for the important role 
he played in the development of 


the antibiotics which have saved 


the lives of so many others, his 


warm, friendly personality and 
production genius will long be re 
membered. 

In 1906, Mr 


Pfizer 


Smith joined the 
Company as a_ laboratory 
1914 Mr. Smith left 


Pfizer and for four years was as 


assistant. In 


sociated with production in E. R 
Squibb & Sons, returning to Pfizer 
in 1918. In 1919 he was 


Superintendent of the Pfizer plant 


made 


member of the 


1920 and 


He was made a 


Board of Directors in 
progressed through various official 
positions until elected President of 
the company in 1945. In 1949, Mr 
Smith was made Chairman of the 
Board, the position he held until 
his death. 

Among his many achievements, 
Mr. Smith 


search program for the production 


directed Pfizer's re 
of citric acid by fermentation meth 
ods, and aided in the development 
of commercial processes for the pro 
duction of vitamins. He probably 
is most known for the major role 
he played in the development of 
the first great antibiotic, penicillin 
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HOW IMPORTANT IS A HANDFUL OF CROWNS? 


Scoop up a handful of the crowns you use. What have you 
got... just crowns. No, sir! You’re really holding money. 
For the crowns you use play a part in your operating costs 


. and profits. 


HERE’S WHERE YOU’LL FIND OUT 


It's right on your bottling line that the importance of 
crowns shows up. Crowns must be accurate and uniform 
to assure smooth, fast feeding and maintain trouble-free 
production. And every crown must seal perfectly to protect 
the quality and flavor of your beverage until it is opened 


by the consumer. 


It’s a matter of record that year after year bottlers use far 
more CCS Crowns than any other kind. That wouldn't be 
true unless they found them the most satisfactory and 
profitable crowns to use. Crown Cork & Seal Company, 
Baltimore 3, Maryland. Originators and World's Largest 
Makers of Crown Corks. 


PLANTS AT 
BALTIMORE ® ST. LOUIS ® LOS ANGELES © SAN FRANCISCO 


Branch Warehouses throughout the Nation! 


SERVES THE BEVERAGE INDUSTRY 


® with crowns of dependable quality 
@ when you want them 
® where you want them 


® first in sales... first with every important 
improvement in beverage sealing 





Giant Mass Display 


Boosts Volume 


Ow way to boost sales of bever 


ages in supermarkets is to make 
a virtual “spectacular” of their dis 
play. An eye-filling mass display 
recently installed by Canada Dry 
In a large Spring Valle 7, New 
York, supermarket, provides an ex 
ceptionally good example of how to 


do it, and of the possible results 


» store owner set aside a floor The BIG display—24 feet long. 4 feet high. 





area approximately the size of a 
standing island shelf unit. Canada 


Dry men directed by sales supe ing its installation, one man buy Included in the display are ten 


visor Fre] Pafford then erected a ing six full cases, and there has different Canada Dry beverage 


120-case display in this area, lining been no n sales during the flavors in both quart and split sizes 


the wooder boxes with emerald three weeks since its completior ith six-bottle handipaks of the 


green display paper and trimming The supermarket intends to keep latt wide assortment jus 


with horizontal bands of white the unit stocked and active through tifi the amount of space devoted 


Over 20 feet long and 4 feet high. out the summer, on the sound the the items, the supermarket man 


the colorful arrangement is so com ory that since most beverage sales iyement believes, particularly sine 


ig visually that it brought an are impulse — sales, ven » gondola is needed. A 


further ad 
immediate it ‘ 25 30 p weather, good merch: lass floor display 


cent i sales Customers beyan calls for a mass appe: relieves the back room 


lrawing upon the mass display dur pulse , for other storage 





NOW IS THE TIME TO CHECK 


YOUR BOILER ROOM EQUIPMENT Anchorglass 
Lo Sr 


sary replacements with finest guaran- ; BEVERAGE BOTTLES 


teed Kisco boiler room equipment 


NOW You can settle all your oll 
boiler room problems for many years G 

to come. , Sea 
NOW You can get prompt 


delivery on all Kisco products 


KISCO BOILER & : _WITH APPLIED COLOR LABELS Gas N ae 
ENGINEERING CO. ‘ ; 


2414 DeKalb St. St. Louis 4, Mo 
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New System of Handling Bulk Sugar 


Aluminum bins and special tilting devices re- 


duce labor costs and assure utmost sanitation 


F or handling liquids in_ bottles, 


the American bottling trade has 
proved to the rest of the world that 
it has no equal in “know-how.” Bot 
tlers all over the country have been 
quick to adapt new time and labor 
saving developments, have advanced 
the cause of research themselves, 
years beyond the norm. But when it 
comes to handling almost any pow 
dered or material in 
bulk, 


slowet 


granulated 
progress has been much 

\ long-reaching forward step in 
this direction comes with the de 
TOTE 


TOTE System ‘is a 


velopment of the System 
In brief, the 
new method for handling such bulk 
materials as sugar, flour, powdered 
milk, chemicals and many other sim 
ilar products, sealing such contents 
in 74 cubic feet rigid aluminum 
bins, complete with patented filling 
ind discharging mechanism, and 
ith bins so constructed that they 
be handled by almost any kind 

of tork lifts and transported and 
stored with little or no waste space 
Of specific interest in the bottling 
industry, the system is a near ideal 
method for handling sugar, and the 


economies of it to bottlers result 


from the bulk price discounts, elimi 


Left—TOTE Bins being unloaded from truck. revealing re- 
markable ease of handling. Center—An actual TOTE instal 
lation, showing compactness and cleanliness made possible 


nation of product loss, and reduc- 
tion of labor handling cost 

The heart of the Tote system is 
the Tote bin, a reinforced, alum- 
inum container, capable of holding 
nearly 4,000 pounds of sugar. This 
filled at the 
shipped by rail or truck to the cus- 


bin is refinery and 
tomers. The bin is discharged using 
a simple tilting mechanism, known 
as the “Tote Tilt.” 

Tote systems are now in use from 
coast to coast in a number of differ- 
ent types of operation. One of the 
most interesting developments has 
taken place in the Pacific North 
west at the Utah-Idaho Sugar Com 
pany 

The company, after thoroughly 
investigating methods of 
bulk handling, concluded that Tote 


Various 


system offered the most advantages 
to their customers. This decision 
was influenced primarily by Tote’s 
flexibility in servicing small, as well 
as large customers and further, that 
installations are simple and econom 
ical. One of the first sugar installa- 
tions Was made at Nalley’s, Inc., Ta 
coma, Wash., a table syrup and may 
onnaise manufacturer 

Several thousand cwt. of sugat 


are used each week at Nalley’s. The 


hoppers. 


TOTE System installation at 
Quench-Nesbit Bottling Company. 
Seattle. Sugar is fed from this dis- 
charge equipment directly into 
the mixing tank in the adjoining 
room. 





Nalley 


cessful that a large volume of sugar 


installation proved so suc- 


in this area is now being handled 
in Tote bins. Since June, 1949, in- 
stallations have been made in other 
large sugar-using plants such as 
Libby, Me- 
Food 


California Packing Co., 
Neill & Pacific 


Products Co 


Libby and 


Installations are now being made 
in plants using much smaller quan- 
tities of sugar such as Quench-Nes- 
bit Bottling Co., Cammarano Bot- 


tling Co., Imperial Candy Co., 


3rown and Haley Candy Co. and 
Thompson's Candy House 


In general there are three meth 


by system. Right—TOTE Bins shown here in process of dis- 
charging on TOTE Tilts. Tilts convert bins into 45 


angle 
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ods of measuring small batches out 
of the Tote bin. The Bin and Tilt 
can be located on a scale platform 
with a substraction weighing dial 
Another method of weighing is to 
use a scale hopper above the mixing 
tanks. A third method that can be 
used is volumetric. In this case wa- 
ter is drawn into the tank to a given 
level. Sugar is added until this level 
is raised to another pre-determined 
point 

Tote System Inc., with plant and 
general office in Beatrice, Nebraska, 
maintains a staff of engineers who 
have had experience in working out 


many handling problems 


“Tuts registered in the 


United States Patent Office as both a 


trademark and a service mark. 


California-Nevada Bottlers 
Set Convention Dates 


The California and Nevada Man- 


ufacturers of Carbonated Bever- 


ages announced recently that its 
1951 convention will be held Feb 
ruary 5-6 at Los Angeles. The de 
cision Was made at a recent meeting 
of the association’s Executive 
Board in San Francisco 

The board also decided to con 
tinue its efforts to have some of the 
provisions of the California Pure 
Foods Act changed to clarify label- 
ing and business identification pro 


cedures 


Canada Dry Urges Summer 
Sales Contests 
Employees sales contests should 


not be eliminated during the sum- 


mer months simply because the de 


mand is higher, Canada Dry Ginger | 


Ale, Inc. declared recently 

In an article appearing in a re- 
cent issue of “The Ginger-Upper,” 
company house organ, Canada Dry 
said: “Like the Christmas season, 
summer is a time when routine bus 
iness is so heavy that the need to s¢ 
cure new accounts and placements 
is often overlooked. But, precisely 
because demand is so strong, these 
are the times when such efforts are 


most fruitful.” 
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Kor full, satisfying flavor that makes you think of 


ripe grapes . . . For eye-catching royal purple color 


... For the flavor with year 'round sales appeal... 


Use 
TheoNett 


imitation 


GRAPE 


base 


flavor 


This fine, easy-to-mix flavor has been getting 


volume and earning money month in and month 


out for bottlers everywhere. 





*1t will help you stop that off-season drop 


WUT XOM Ci men Ay 


330 N. ASHLAND AVE. + CHICAGO 7, ILL 


For 60 years makers 
of fine flavor beses 


and extracts 


SMOOTH 


RUNNING* / 


* Since 1949, the Peps 


i Cola Bottling Company 
ot Scranton | Pa. has 


operated a complete Liquid 


line at their plant. Mr. Carl Etsenstat says 


significantly During this eleven year period we 
have never experienced a major break-down 

The equipment has given us very satisfactory and 
economical service 
an 8-wide, 


This installation includes 
>-compartment Super Kleen Washer 

24-spout Red Diamond Filler, 15-head 
Beverage Mixer and 500-gal. Lifetime Carbonator 


Bottle Woshers 


/ 


Com PARE the victor in a marathon race to 
the daily operation of a profitable) bottling 
line: Ample speed must be backed up by 
endurance! Then you get smooth, uninterrupted 
running hour after hour. ‘“Go-and-keep-going”’ 
performancé pays off-in a bottling plant just 
as it dges in a distance race. 


Operators of bottling plants, equipped with 
Liquid lines, report consistently higher end- 
of-the-day yield — more cases produced at a 
greater profit. Specifically, they credit this top 
production efficiency to fewer shut-downs, 
less time lost for repairs and adjustments and 
a substantial decrease in bottle breakage. From 
coast to coast,""Liquid” bottlers reveal produc- 


tion efficiency records of 96 to 97%—or better! 


Know the facts! Ask for com- 
plete information on Liquid 
Bottling Lines. Write for 
Liquid’s 32-page 
Bottlers’ Equipment Catalog 

and check your plans with 
a Liquid Bottling Specialist. 


latest 


The 


LIQUID 


CARBONIC CORPORATION 


3110 South Kedzie Avenue, Chicago 23, Illinois 
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Refrigerating 


our Problems 
aud Policy 


by WILLIAM J. CASEY, 


The Research Institute of America, Inc. 


7 a first round in the fight for 


pensions was fought in 1949. For 


all practical purposes the unions 


won it. 1950 is certain to be the 
second round. Any company which 
hasn’t run smack into the wide 
spread drive for retirement bene- 
fits must anticipate it this year. No 
company can hold itself aloof be- 
cause it considers itself too small, 
because it cannot afford pensions, 
or because its workforce is not 
unionized 

In non-unionized companies many 
personnel and competitive factors 
will increasingly require manage- 


ment to face the pension 


issue 
squarely. Though there exists con- 
siderable doubt and confusion over 
the meaning and the cost of pen 
sion agreements negotiated last 


year in the basic industries such 
as steel and auto, organized labor's 
drive for pensions must be accepted 
at knowledged 


as an success, at 


least to the extent that manage- 
ment’s responsibility—in whole or 
in part—-for the economic security 
of workers in old age has been 


nailed down 
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Labor's firm desire for security is evidenced by 
the fact that many of the recent strikes through- 
out industry were over pensions. 





Pressure for pensions will be felt 
by all companies, unionized, or not, 
in all industries and in all sections 
of the country. Intensified and ex- 
panded pressure will manifest itself 
in at least two directions. . . 

to force pension plans on 
more companies 

to compel companies with 
pensions plans to increase bene- 
fits. 

For companies that haven't as 
yet faced the pension problem there 
are a good many lessons to be 
learned from the experiences of the 
past ten or twelve months. Many of 
the publicized pension settlements 
reveal the difficulties that exist in 
negotiating or establishing pension 
programs under pressure 

Pension prices are nothing like 
automobiles, clothes, or shoe prices 
The tag on a manufactured article 
represents the sum of production 
charges already incurred, plus the 
manufacturer’s hoped-for override 
3ut when you’re setting up the cost 


of a pension plan, you’re trying to 


guess what you’re going to spend 
ten, thirty, possibly even fifty years 
from now. You have to make a fore- 
cast on a great many things in- 


cluding: 


1 Death rate of your employees, 
before and after retirement. 


2 Probable 


sound investments for the next fifty 


interest yield on 


years. 


Probable rise in wage levels 
in years to come, and the whole 


problem of inflation 


1-Long-term earnings prospects 


in your business. 


5-—Your probable record in num- 
ber of employees to be hired, aver- 
age age, quit rate, and even 
whether you will be taking on more 


men or women. 


This sounds like almost buying 
a pig in a poke. But all these items 
have to be taken into account unless 
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“JOB TESTED” 


brushes mean 
fo you 


It means that every Schaefer brush has 
been designed for a specific task and tested 
under the most adverse conditions before 
recommending it for your use . . . This is why 
only Schaefer unconditionally guarantees every 
brush against inferior material or faulty 
workmanship. 


Leading Bottling Plant Superintendents always 
insist on Schaefer "Job-Tested" brushes be- 
cause they know Schaefer Brushes last longer 
and are more economical. 


When ordering brushes always specify 
Schaefer — the fines? brushes obtainable. 


send your 
cleaning problems to Schaefer 


If you have an unusual cleaning problem pass it along 


to Schaefer experts for prompt solution. 


Schaefer Srush Ufa. Cs. 


117 W. Walker St., Milwaukee 4, Wis. 


Please send more information about your service for solving 
special cleaning problems 


Name 

Company Name 
Address 

City 


ELECTRIC 
COUNTER 


BOTTLE AND CAN 
COUNTERS 


COUNTER 


Productimeters register accurate count of 
every unit processed . . . eliminate profit- 
eating losses . . . insure economical plant 
operation and maximum use of man hours, 


DURANT MANUFACTURING CO, 

1920 N. Buffum Street 120 Orange Street 

Milwaukee 1, Wisconsin Providence 3, R. |. 
Representatives in Principal Cities 


SINCE 1879 - cee 








CROWNS 
...- As You Need Them! 
... When You Need Them!... 





PENN has been servicing the 
ndustry with Precision-made 
brightly lithographed 
CROWNS for more than 20 


years 


Need delivery in a hurry? Need special 
decorations? — Stock designs? — Just call 
We also manufacture metal screw caps from 


18mm up to 89mm 


Penn Cork & Closures, Inc. 
Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave, Brooklyn, W. Y 
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you like to spend money with your 
eyes blindfold. 


Approaching the Problem 


Because of these seeming impon- 
derables, it’s wise management 
policy to become familiar with the 
many questions involved even 
where a company feels that a pen- 
sion issue doesn’t exist for it, or 
is extremely remote. No company 
can intelligently decide for or 
against a pension program unless 
it has first explored the pros and 
cons of the many possibilities. The 
toughest, yet the fundamental, de- 
termination is whether a company 
can undertake a pension plan at 
all—and what kind of a commit- 
ment it is prepared to make, if any. 

Such perplexing questions as 
these must be answered: Should a 
company commit itself to pay a 
definite pension or merely to make 
a specific contribution to a fund? 
Should the amount of the pension 
depend on what the fund will pay, 
with a liability limited to the fund 
and not attached to the company? 


What kind of benefits? 


What Will It Cost? 


This is the question most busi- 
nessmen ask first about pensions. 
It can only be answered by thor- 
ough study of the nature and size 
of benefits, who qualifies under the 
plan, what the turnover is likely 
to be, industry mortality experience, 
cost position of the specific com- 
pany and investment yield fore- 
casts. Even with such information, 
an estimate is all that is possible. 
The talk about the cost of recent 
collective bargaining negotiations 
has been overly optimistic accord- 
ing to a good many impartial ex- 
perts. Many actuaries feel that the 
eventual cost of any of the agree- 
ments (particularly in steel) will 
take twice the funds currently be- 
ing put aside. The amount actually 
paid out in retirement benefits will 
depend on many unknowns, firstly, 
how long the covered employees 
will live. Normally, pension bene- 
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fits will vary with length of ser- 
vice and compensation. However, 
the cost estimate can be quite defi- 
nite and reliable where pensions 
are funded by insurance or where 
the workforce is large enough to 
make a reasonably conservative ac- 
tuarial appraisal. 

There are two separate elements 
to consider: (a) The cost of pro- 
viding benefits earned by service 
performed after installation of the 
pension plan; and (b) the cost of 
the benefits for service before the 
plan starts. This gross cost will 
loom large—especially as an annual 
charge—if employees tend to be 
old, and higher still if many people 
have worked for the company a 
long time. In such cases, it is often 
necessary to reduce benefits for past 


service. 


Reducing Cost 


The most dramatic reduction in 
cost can be achieved by raising the 
retirement age or reducing the 
scale of benefits. Once those factors 
are settled on, the following possi- 
bilities may be explored: 

1. Contributions by employees. 
These are required in many of the 
current pension systems. Despite 
union demands for the employer to 
contribute all, many pension author- 
ities believe that employees can be 
persuaded to contribute to a pro- 
gram designed so that it’s saleable 
as an investment to employees. 

9 


Resti icting eligibility. Some 


companies cover only employees 
who have reached a certain age 
(generally 25 or 30) and who have 
had more than five years of service. 
Then again you have some plans 
that are restricted to office em- 
ployees or those who are paid sal- 
aries, or going still further those 
making say, $3,000 or more. 

3. Taxes. An employer’s contribu- 
tion to a pension plan is deducted 
from federal income tax, if ap- 
proved by the Bureau of Internal 
Revenue. 

1. Turnover. Over a period of 
years, a fund builds up from quits, 
layoffs, 


who leave without having acquired 


mortality, and employees 


any vested right in the contribu- 
tions made on their behalf. This 
is either discounted or money be- 
comes available to fund pensions for 
other employees. 

5. Cost of superannuation. In one 
way or another, many companies 
carry have lost 
steam. Some firms even go further 


employees who 


and pay out funds on an informal 
basis to help retired 
Where a pension plan makes it pos- 
sible to eliminate these costs, the 
saving can be charged against the 


employees. 


gross cost of pensions. 
How Much Pension? 


In deciding on a scale of pension 
benefits, there are two main fac- 
tors: (1) Adequate retirement in- 
come for employees, and (2) what 
the company can afford. A pension, 
plus social security and any other 
income, should permit an employee 
to maintain a retirement standard 
of living somewhat commensurate 
with his working income and grade 
of employment. Obviously, this 
amount will vary by industry, lo- 
cality and type of personnel. In any 
event, a pension should be high 
enough so that no backwash of per- 
sonnel problems is created when an 
employee leaves a company. 

Generally speaking, benefits are 
likely to be adequate if, including 
social security, they run from 30 
to 50°, of the compensation re- 
ceived for full-time work before 
retirement. If a pension plan isn’t 
able to pay as much as $50 a month 
in current benefits at age 65 (not 
including social security) to lower 
rated employees with average 
length of service, it’s probably de- 
sirable to consider raising the re- 
tirement age. $50 a month’ at 68 
probably makes more sense than 
an inadequate amount at age 65. 


Setting Benefits 


The pension might very well re- 
flect two things: the earnings of 
the employee and his contribution 
to the company, that is, the length 
of his service and its value. To 
achieve this, a scale of benefits is 
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At 


Brings You Safe 
Product Flow and 
| Hore) sLoseot lores MO) el-) Mlole)y 
Operation 


Vented Pump is Additional Proof 
of Waukesha Foundry’s Leadership, 


Established by 37 Years’ Continuous 
Service 


Pumping directly from the syrup supply to the 
syruper is the modern way to achieve one-floor 
efficiency at bottom cost. And that's exactly what 
you can do with the WAUKESHA Vented Pump, 
which ends the need for cumbersome by-pass sys- 
tems. This really superior pump provides smooth, 
positive product movement and automatically stops 
input-line flow the instant back pressure develops. 
Its advanced engineering features protect your 
product against damage or waste. 


These features didn't just happen. They are the di- 
rect result of Waukesha Foundry's long experience 
and continuous service in the beverage and dairy 
industries. There is only one vented Pump—product 
of Waukesha Foundry Company. 


For complete details, write 


WAUKESHA FOUNDRY COMPANY 
WAUKESHA, WISCONSIN 


400% 
Vukoihiad sanitary 
PUMPS 


Oependeble Product of o Responsible Manufacturer 








Some of the outstanding fea- 
tures of the PRIESAND stain- 
less steel tank: 


SSE wr ws 


@ Sater — Safety valve built 
into the head 


@ Lightweight — single wal! 
construction, eliminates use of 
lining 


@ Durable — built to outlast 
any tank on the market 


Rea OT 


@ Attractive — polished clean 
to stay clean 


Liberal trade-in allowance on your present old, tin lined tanks 
toward the purchase of these new stainless steel tanks. 
ORDERS FILLED WITHIN 3 WEEKS 


Priesand Bros., Vmc. “terion tne. 








in straight lines —around curves in any degree from O° to 180° 


without the use of corner brackets or extra power units along 
the line 


S Om _. LATERAL CURVE BOTTLE, JAR, 
tu alic CAN CONTAINER CONVEYOR 


is truly a versitile piece of equipment Designed and engineered 
by experts in bottling needs, the Sty/-O-Matic Lateral Curve 
Conveyor gives efficient, rapid, simplified service with a minimum 
of maintenance. Send for bulletin LC-1 


OTHER ISLAND EQUIPMENT 
Accumuiating Table ¢ Chain Conveyor e 
Gravity Conveyor, etc. 


ISLAND 


EQUIPMENT CORP. 
21-03 Bridge Plaza North Dept. N-8 Long Island City 1, N.Y 
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determined in one of the following 
ways: 

1. The employer (and employee, 
if the 


tributes a stated percentage of pay 


plan is contributory) con- 


each year. The pension then will be 
whatever amount the funds so ac- 
cumulated will purchase at retire- 
ment 

2. During each year of service a 
participant earns an annual retire- 
ment benefit of 1% or more of his 
average or final earnings. 

3. If an employee completes a 
stipulated period of service, his pen- 
sion would be a specified percentage 
of his average or final pay 

4. Set a flat amount for each year 
of service regardless of salary, pro- 
vided a minimum service period is 
completed 


Social Security 


Where the amount of a pension 
is set either in terms of service or 
earnings, or by a flat amount, it 
may be integrated with social se- 
curity benefits. Some companies 
provide that these benefits are to 
be deducted from the retirement 
amount used to fix the pension to be 
provided by the company’s plan. 
Where a plan promises only the pen- 
sion benefits that can be bought by 
the accumulated funds, the agree- 
ment can specify that company con- 
tributions will be decreased as so- 
cial security benefits or taxes are 


increased 


Eligibility Factors 


What’s right as a set of require- 
ments for a particular company de- 
pends on the objectives of its pen- 
sion plan and the costs it is pre- 


pared to carry. In setting entrance 


requirements, two inconsistent con- ‘ 


siderations must be recognized. On 
the one hand, the burden of admin- 
istration and paper work make it 
desirable to limit participation to 
employees who are likely to remain 
on the company’s payroll until re- 
tirement. The cost of paper work 
obviously runs up Where the turn 
over is likely to be great because 
younger and newly employed people 


ded. If the plan is insured, 
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this takes a large toll in surrender 
charges. For this reason, the age 
and service requirements for female 
employees, for example, may be set 
higher than for male. 

On the other hand, one of the 
important purposes of the pension 
plan is to effect a reduction in turn- 
over. To accomplish this, eligibility 
requirements must be such that 
within a relatively short time, an 
employee will begin to feel that he 
valuable 


is sacrificing pension 


rights if he moves on to another 
job. 

Here are some eligibility factors 
which may be used in constructing 
the pension plan: 

1. Attainment of a minimum age 
(25 or 30—or 25 for men and 30 
for women). 

2. Completion of a _ specified 
length of service (one to five years). 

3. A combination of age and 
length of requirements 
under which the length of service 


service 
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on't Let Your 
ottle-Washer Get 
overed with Scale 








Maybe the pockets of your 
bottle-washer look like that 
right now. If they do, chances 
are that you aren't getting effi- 


cient, economical performance from your equipment. The simplest way 
to end that problem is to descale with Oakite Compound No. 32 so your 
machine is not burdened by power-wasting weight . . . so you get cleaner 


bottles . . . less bottle breakage. 


Using Oakite Compound No. 32 you don’t have to scrape and chip off 
scale. Instead you simply dissolve it. Yes, actually soften and remove 
scale without damaging the underlying metal. You'll be pleased with the 
way it takes scale off your spray jets, gears, chains, pins and pockets. Send 
to address below for FREE BOOKLET on use of Oakite Compound No. 32 


for all kinds of descaling work. 


OAKITE PRODUCTS. INC., 26 Thames St. NEW YORK 6,N. Y. 


OAKITE 


SPECIALIZED INDUSTRIAL CLEANING 
MATERIALS + METHODS - SERVICE 


Technical Service Representatives in Principal Cities of U.S. & Canada 








requirement for participation is re- 
duced as the age of an employee 
is increased. For example, em- 
ployees under 30 may be ineligible 
until they complete five years of 
service; employees between 30 and 
40 years of age may be ineligible 
until they have four years of ser- 
vice; employees 40 to 45 years of 
age may be eligible after three years 
of service; ete 

1. Some plans set a maximum 


age, yet employees over the maxi 


mum age are generally those to 
whom a pension is most important, 
and it’s usually bad personnel policy 
to exclude them. But in specific sit- 
uations, the inclusion of a large 
number of employees near retire- 
ment age will make it impossible 
for a company to carry a pension 
plan at all. Such cost pressure may 
be best handled by reducing the 
amount of benefits earned by past 
thus reducing the scale of 


service, 


pension benefits for employees who 


Wee UP TO THE FACT THAT FRONTIER RACKS 
PAY FOR THEMSELVES OVERNIGHT BY INCREASING 
YOUR BOTTLE DRINK CARTON SALES FOR MORE PROFITS! 

DAY AND NIGHT SELLING POWER WITH DOUBLE 

ADVERTISING VALUE! 


PROMPT DELIVERY 


A DRAMATIC SELLING DISPLAY 


FOR INCREASED PROFITS! 


PICTURED HERE 1S #355—“THE CHAMPION’ - 


JUST ONE OF FRONTIER’S MOST POPULAR 
RACKS FOR 12-02. BOTTLES 


WRITE FOR CATALOG SHOWING COMPLETE LINE! 


AVAILABLE IN STANDARD BOTTLER'S COLORS 


MANUFACTURING TER 


~ DALLAS « TEXAS - 


P.O. BOX 7346 


reach before the 


company has had an opportunity 


retirement age 


to build up an adequate fund. 

5. Participation may be restrict- 
ed to office employees or those paid 
on a weekly basis rather than an 
hourly or commission rate 

6. Employees earning less than 
a minimum annual income, such as 
casual or temporary workers may 
be excluded. Or to approach it in 
another way, in determining 


whether employees have earned 


enough to qualify, commissions, 
bonuses, etc., may be excluded 

In deciding eligibility, there’s no 
need to take a dogmatic approach. 
There’s usually plenty of company 
experience that can serve as a 


guide 


Retirement Age 


There’s been a common tendency 
to set age 65 as the retirement 


point. This is probably influenced 
by the fact that social security pay- 
ments begin then. But a higher age 
can be set, and usually is for the 
purpose of reducing costs. Nor is 
an earlier age impossible. But the 
hazardous characier of work or 
special unsuitability of employees 
of advanced age is the reason which 
is usually behind the earlier age 
Another factor to consider in de 
termining when to retire older em 
ployees, is the morale and promo- 
tion opportunities of younger em- 
ployees as well as the probable ef- 
fectiveness of older employees. 

It may be reasonably assumed, 
that once unions have driven home 
the pattern of negotiated pensions 
as a program of industrial policy 
that they will look for a host of 
improvements not only in_ in- 
creased pension payments but in re- 
tirement at earlier ages. These aims 
motivated by self interest must 
eventually conflict with paramount 
national problems. For example, in 
1920 there were five million people 
in the United States over 65, today 
there are eleven million, and thirty 
years from now there will probably 
these 
apparent that more 
people will have to continue to be 


be twenty million. From 


figures, it is 
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productive if general living stan- 
dards are to remain satisfactory. 
Many 


many 


pension plans use, and 


new ones will be using age 
65 as the working terminal point. 
It may be wiser in many situations 
to leave retirement age up to the 
worker, particularly if his capacity 
is up to par. It 


may be advisable 


to consider a discretionary retire- 
ment age plus provisions that will 


give some degree of flexibility. 
Death Benefits 


In the consideration of a pension 
that 
employee welfare program, employ 


program—or for matter any 
ers should bear in mind that death 


are a more common need 
than retirement benefits. The prob 
lem is apt to hit any company 
Death benefits come closer to meet 
ing the immediate needs of most 
employees. More important, the cost 
benefits, as a 


of providing these 


separate item, is far less than re 
tirement 
Death combined 


benefits, when 


with a retirement program, pose a 
two-fold problem: 
How much of a death benefit 


should be paid before retire- 
ment ? 
What 
after a worker has retired? 
Each different. In the 


first situation the 


is a desirable amount 


need is 
amount should 
be large enough to cover the final 
expense, neighbor- 
Such 


high coverage is seldom continued 


usually in the 


hood of a thousand dollars. 


after retirement. The cost becomes 
much greater and the basic reasons 
for generous coverage decline along 


with family responsibilities. Con- 


sequently death benefits after re- 


tirement are seldom much more 


than is enough for final medical 


and burial expenses. 
Disability Pensions 


Employers should anticipate that, 


as part of the pension package, 


unions are demanding disability 
benefits for employees who become 
The United 


for example, 


disabled. 
(CIO), 


demanded a monthly disability pen- 


permanently 


Steelworkers 
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sion of $150 for employees with 
service of ten years or more. The 
final agreement provided a third of 
the demand. 

Disability is one of those im- 
that 


accurately. 


ponderables cannot be pre 


dicted insurance com- 


panies are generally unwilling to 


cover permanent. disability, al- 


though they cover disability from 


sickness or accident for limited 


periods of time. Among other 


things, the existence of a disability 


feature in the program tends to in- 


crease the incidence of disability, 
as both employees and to some ex- 
tent management, lose incentive to 


carry on and to discover useful 
areas of activity. 

As an alternative to disability 
benefits it may be wise to investi 
gate thoroughly the desirability of 
permitting an early retirement (dis 
cussed above) as a partial means 
of meeting the disability problem. 


The most economical way to handle 


ROOT BEER 


W AVAILABLE 


IN 7-10-12 or 32 oz. 


SIZE BOTTLES 


CHOOSE THE SIZES TO 
Best FIT YOUR MARKET! 


GOODY Root Beer may now be bot- 


tled in four different sizes! It is The 
GOODY Company’s desire to aid you 
to best meet competition and promote 
sales in your territory. Choose one or 
more sizes to match your market. 
Matchless GOODY Root Beer flavor, 
plus eye-appealing package and the 
GOODY name will pile up profits for 
you. Send coupon below for proof 
that 2 out of 3 prefer GOODY over 

any other leading root beer. 





permanent disability may be on a of service or both should be set come from a fund built up by the 
case-by-case basis. before payment of disability bene- annual contributions of employer or 
1. The same program may be fits. both employee and employer, or 
used for disability coverage as for 4. Each case should be checked from the current operating reve- 
the pension plan but it is desirable thoroughly. An open, painstaking nue of the company. In recent ne- 
to create separate reserves and cost effort to verify claims may result gotiations, unions have emphasized 
records in an atmosphere in which only em- pay-as-you-go plans in an effort to 
2. Any declaration of policy that ployees with justifiable claims will minimize cost, establish the prin- 
might ripen into a contractual ob- seek full benefits ciple of employer-pay-all and get the 
ligation should be avoided, unless largest possible scale of benefits 
bargaining pressure demands writ- Financing Your Plan The main focus is to get adequate 
ten promises. pensions for those employees due to 
3. Minimum terms of age, length The money to pay pensions will retire shortly. But the pay-as-you-go 
or unfunded plan merely gives the 

company a pension payroll in addi- 

tion to its regular productive pay- 

S. the roll. The company is relieved of 
ed ha i making annual contributions while 

the employee works, but must pay 


him the pension amount after he 
f y y H | g stops working. Therefore these 
plans can be deceptive and seem to 

7 


y ‘ represent less of a financial burden 
¢ than funding an actuarially sound 
pension program. 

Pay-as-you-go plans are doubly 
vulnerable in depression years. Re- 
duced operations tend to increase 
the number of pensioners just when 
the business is least abie to stand 
more nonproductive costs. This may 
mean ultimate discontinuance. 

Funded plans are not only more 
durable and more flexible, but they 

| can be much less expensive because 
~~‘ / OF YOUR they permit company contributions 
\ 


- to be augmented by employee con- 


tributions, by interest and by tax 
— . . 
savings unavailable in a pay-as- 
J you-go plan. 
Most pension plans for small 


companies of ordinary financial 


, with 
satan chase of a standard retirement an- 

G ». PEACOCK BRAND : nuity or retirement income policy 
re 1 os for each employee. Definition of a 
‘ A Certified Food Colors small company varies. By rule of 


thumb, it would include firms with 


strength are operated by the pur- 


For taste-tempting, sales-building “eye appeal 
look to Stange’s Peacock Brand for brilliance 


uniformity, purity, convenience and accuracy 


less than 100 employees 


in coloring your prod Investing for Pensions 
For more than 3 decades, leading producer 

have depended on Stange. Our tec : 
laboratory facilities are at your servic Importance of the investment 
May we help you solve J actor 1s too easily overlooked in 


Pon the rush of setting up a pension 
WM, J. STANGE CO., CHICAGO 12, ILL. Dept. NBG 


, ae program. It sometimes pays to do 

(‘hf C business the hard way. One tenth of 
a point better investment yield can 

(RHYMES WITH TANGY) 3 

mean enough cost reduction to off- 


“SILENT PARTNERS IN FAMOUS FOODS''! ‘tt a 2's percent rise in current 
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expenses. If raising the plan’s ad- 
ministrative expenses just 5 or 8 Ege) P C t \ ti i 
percent can boost the yield on in- 0 n a m I n ) 10 n “A 
vestments from 2% to 3 percent, 


there is real saving. FITTINGS-VA LVES 
Even before you have formulated Use 
any definite investment program ees PUMPS-TUBING 


leave yourself free, right from the 


start. The investment of trust funds f d nd SPECIA LTIES 


in most states has to follow very s 
rigid rules unless the trust agree- Let Tri-Clover corrosion specialists rec- 
ommend the right type of fittings, valves, 


ment itself provides differently. filters, pumps and tubing to meet your spe- 
Otherwise you have to stay within -_ requirements . . . at lower over-all cost 
o you. 








an “approval list” and forego possi- 


ble chances for a better yield in 

many propositions where the safety SANITARY FITTINGS .. . available in a complete 
line of Stainless Steel and Tri-Alloy types, from |" 
thru 4" O.D., to meet all sanitary code requirements. 
this by specific language that em- Many exclusive items and manufacturers specialties 


margin may be just as great. Avoid 


acai lite Attila ti Mitac ealedi incorporating patented design and mechanical fea- 
I stees lo Inve: : -tures. (New reduced prices now in effect.) 
at their own best discretion, and in 
any desirable investment, including FLANGED TYPE Conical End FITTINGS... 
fabricated from stainless steel type 316 for 
use with light gauge tubing having outside 
: diameters from |" thru 4". Easily assembled 
Spreading Investments with lightweight; high strength couplings (as 
shown), which provide an extremely compact, 
, Men ~ ae Vater © flush, leak-tight union for working pressures 
n present day markets, practical up to 250 psi. Complete line of ells, tees, 
operating conditions impose restric- crosses, adapters, etc. 


common stocks 


tions just as severe as the legal 
ones, particularly on small or self- Recessed-End FITTINGS . . . a new, complete line 
administered pension plans. A di- of ells, tees, crosses, etc., for soldering, brazing or 
socket welding . . . provides fast, low cost line in- 
stallation—available in stainless steel types 304-31 6- 
come a non-paying proposition 347, in sizes from ¥" thru 10", O.D., Pickled or Pol- 
ished finishes. 


versified security portfolio can be- 


when “in-and-out” expenses (taxes, 
commissions, etc.) represent the 
equivalent of a year’s income—mak- it 
ing easy adjustment to changing a a, SCREWED FITTINGS . . . complete range of fit- 
. ting and valve types, in Stainless Steel type 304-347- 
316. Clean-cut, accurate threads match standard 
difficult. Some of the smaller funds , 1.P.S. piping. 


security market conditions very 


feel that the management and ex- 

pense overhead is not worth possi- 

ble higher return and solve the 

problem by relying almost entirely ok TRI-CLOVER —"PUMP HEADQUARTERS" for all 
centrifugal pump needs, offering a complete line of 
’ sanitary, brine and water types in a wide range of 
yield 214 percent, but only $100,000 sizes and capacities, for clear and heavy liquids and 
semi-solids. Available in Iron, Brass, Nickel and 
Stainless Steel. 


on Series F Treasury bonds. These 


can be purchased for one account 
per year 

Another solution receiving more 
and more attention is mutual funds, 


which provide a simple means of Follow the example of users like Coca-Cola, Pepsi-Cola, Canada Dry, Dr. 

. Pepper, Vernor, Seven-Up . . . use TRI-CLOVER products for guaranteed 
satisfaction. Send sketches of your layouts for our recommendations. Call or 
a very flexible risk selection write for full details. 


diversifying investments and offer 


Insurance Contracts 





Plans which employ insurance 


a ’ . Jing media are EXPORT 
sas v a ar 
contracts as their funding media are MACHINE co. DIVISION 
relieved of practically all investment , Diteanis ate 8 South 
problems automatically. For invest- ag Michigan 

. Avenue 


2 


ment purposes, insurance companies TRIALLOY AND STAINLESS STEEL . FABRICATED STAINLESS STEEL Chicago 3. 


. ; SANITARY FITTINGS, VALVES. INDUSTRIAL FITTINGS AND 
merge pension rece ipts W ith general PUMPS, TUBING, SPECIALTIES INDUSTRIAL PUMPS U.S.A. 


THE Complete LINE 
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Every beverage case han 
dled unnecessarily costs you 
money whether in plant 
or warehouse, on loading 
dock or on the street 

too many hands spoil the 
profit 


Diversified ability result 
ing from years of experi 
ence in every type industry 
enables BUSCHMAN engi 
neers to economically solve 
your beverage handling re 


quirements 


Let a Buschman Engineer 
widely experienced in the 
bottling industry, survey 
your plant show you 
where and how to save 
money on handling. Write 
for complete catalog 


Buschman 


CH veyeis 


THE E. W. BUSCHMAN CO., INC. 


4469 CLIFTON AVE 
CINCINNATI! 32, OHIO 


cost | 
SAVING 
PACKING 
iN | 
ACTION | 


HOW TO SAVE STORAGE SPACE 


In compact, flat bundles, American 
partitions can be stored in a third 


of the space of ordinary partitions. 


PARTITION CORPORATION 


8 





NIFTY PINEAPPLE 


A National Favorite 
Take tangy Nifty . . . add solid-selling mer- 
chandising . . . and you've got the year's 
best selling pineapple drink. 


Nifty’s a 1-16 concentrate blended with natural fruit 
juices and imitation flavor. Comes ready to bottle. 


NIFTY BLACK RASPBERRY 


Made from delicious fresh raspberries to give you 
a fast selling delicious drink. A 4 oz. product. 


ORDER A TRIAL GALLON OF EACH 


SALIENT FLAVORING CORP. 


15 Suffolk Street, New York 2, N. Y. 








“PAYS FOR ITSELF 
EVERY 24 DAYS” 


Says B. Huffman, dealer, San An 
tonio, Texas My soft drink volume 
runs $25 a week. | lost 20% of it to 
pilfering before | installed a Pay 
Pull machine. My Pay-Pull saves me 
$5 a week: pays for itself every 24 
days 


MODEL F. O. B. 
FIFTY $ 1 7.50 FACTORY 
Easily attached to any open cooler. 


Gueronteed. Patented. Trade Dis- 
counts. 


PAY-PULL MFG. CO., Inc. 


720-N San Pedro Ave., 





Sen Antonio 1, Texas 


% 
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assets. Unless a particular plan has 
had to counterbalance an unfavor- 
able loss it will participate equally 
in the net earnings. As investment 
vehicles, insurance companies have 
exhibited a steady degree of favor- 
able return. 


Negotiating Pointers 


A sound pension plan is an intri- 
cate and delicate social mechanism 
The horse trading atmosphere of 
collective bargaining is not condu- 
cive to the careful study of pension 
planning which is essential. Note 
how recent pension bargaining be- 
came snarled up in “cents per hour” 
concepts. This is quicksand. Ten 
cents an hour will buy entirely dif- 
ferent benefits for different com- 
panies, depending on age composi- 
tion of the payroll, length of service 
When 


bargaining contains a promise of 


and such varying factors 


a stipulated rate of benefits, yet 
sets a deal in cents per hour, the 
only thing which is certain is ulti- 
mate dissatisfaction and future 
trouble. If you must bargain on 
pensions, don’t buy patterns. Study 
your own facts and work out your 
own policy on these points: 

1. Do your employees need or 
want a pension program? 

2. What can you afford? 

3. What kind of union pressure 
will you face? 

4. In light of union attitude and 
company realities, formulate a defi- 
nite position 

5. Try to avoid any definite com- 
mitments before the social security 
picture 1s settled 

6. Don’t place too much reliance 
on a clause that pensions will not 
be reopened, say, for five years. 

7. Keep 
hour talk 

&. Weigh the cost of extras and 


away from cents-per- 


the cost of vesting ownership of 
funds in employees very carefully 
against the savings that may come 
from employee contributions. 

9. Keep some control over who 


should retire and when 


Price for Profits 


August, 1950 





BOYNTON BEACH FLA 
cuagees or compe TS 


THIS IS A FISH STORY! 


captain. 





AUMMER 


G TOURNAS 


Reversing the customary procedure of the seller entertaining the buyer, 
bottler John Paller, kneeling at right. owner of the Klear Water Company, 
Delray Beach, Florida, recently arranged a fishing party for Don Sissler 
(kneeling beside Mr. Paller), sales manager of the Keenline Equipment 
Corp., Oshkosh, Wisconsin. Shown in photo, left to right, are: Jerry Paller, 
monager, Klear Water Co.; Mrs. John Paller: William Kent, Chicago; Miss 
Virginia Sissler, Phoenixville, Pa.; Don Sissler: John Paller:; and George, 








Widespread Machinery 
Purchases Reported 
By Manufacturers 


An upward trend in major ma- 


chinery purchases was _ indicated 


last month by two equipment 
makers, each of whom reported in- 
creasing sales of heavy equipment 
units to bottlers throughout the 
country 

The George J. Meyer Manufac- 
turing Co., Cudahy, Wisc., an- 
nounced the sale of major ma- 
chinery units to the following bot- 
tlers: 

Silver Springs Water Co., 
Detroit, Mich.; Dennis Bottling 
Co., Ellsworth, Me.; White Rock 
Brooklyn, N. Y.; 
Colonial Beverage Co., 
Mass.: H. G. Degenring, Inc., Red 
Bank, N. J Bottling 
Co., Etowah, Tenn.; James Vernor 
Co., Cleveland, Ohio; Coca-Cola 
Bottling Works, Nashville, Tenn.; 


Beverage Co., 
Cambridge, 


Coca-Cola 


Coca-Cola Bottling Co., Gaffney, 
S. C.; Coca-Cola Bottling Co., Me- 
Miss. ; Bottling 
Co., Middletown, Ohio; and Coca- 
Cola Bottling Co., Oklahoma City, 
Okla. 

The Archie Ladewig Co., Wau- 


Comb, Coca-Cola 


kesha, Wisc., reported heavy equip- 
ment purchases by the following 
plants: 

Royal Crown Bottling Co., Fort 
Worth, Texas; Royal Crown Bot- 
tling Co., Baltimore, Md.; Coca- 
Cola Bottling Co., Bangor, Me.; 
Royal Crown Bottling Co., Arling- 
ton, Va.; Barq Bottling Co., Cin- 
cinnati, Ohio; Nehi Bottling Co., 
Chattanooga, Tenn.; Coca-Cola Bot- 
tling Co., Rapid City, S. D.; Tru- 
Ade Bottling Co., Atlantic City, 
i. <3 Bottling Co., 
Gainesville, Texas; Coca-Cola Bot- 
tling Co., Peace Dale, R. I.; Coca- 
Cola Bottling Co., Bend, Ore.; and 
Bottling Co., 


Coca-Cola 


Coca-Cola 


Okla. 


Sapulpa, 
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For YOU— 
MR. BOTTLER! 


“Pilpace’ 


Products... 


STAINLESS STEEL 
TANKS 


For storing and mixing your syrups. 
Sanitary construction - Vertical, hor- 
izontal and squat types. Standa 
tanks and special designs. 














FILTER PAPER 


Asbestos Pads and filter cloth for 
filtering your water, syrups, and 
ecids. Working samples furnished 
without obligation; advise sizes re- 


WATER POLISHER 


The “* 
is designed to give your water the 
sparkling cler' 
your beverages - at a low cost. 
Utilizes filter paper, cloth, or as- 
bestos pads. 


Common Sense"’ Disc Filter 


you require for 


SYRUP FILTERS 


Sanitary construction - in 
which capacities can be va- 
ried by adding or removing 
plates. Operated with filter 
paper, filter cloth, or as- 
bestos pads. 





Portable Agitators, Sanitary 





Other “FILPACO” Products 

Transfer Pumps, Stain- 

less Steel Measures, Sanitary Fittings, Tygon Tub- 
ing, and Conveyors. 





Also: y 
Shirts, *ckets ang Sweat 


VELVA-SHEEN 


CINCINNATI 14, OHIO 














WRITE TODAY FOR FURTHER INFORMATION and LITERATURE 


The FILTER PAPER CO. 


2414 S. Michigan Ave. 
Chicago 16, Ill. 











CONADE LUBRICATING 
| SYSTEM 


TRIPLE ACTION 


@ LUBRICATES 
@ CLEANS 
© DISINFECTS ... 


CONVEYORS 
“In One Operation” 


@ ALKALI FREE 
Does not attack metal 


Soe @ NOT A SoaP 


CONADE is a scientifically developed lubricant especially 
blended for sanitation, and protection of wet conveyor systems 
Minimizes wear on bearings and conveyor slides. A rust inhibitor 
Cannot become rancid. Free flowing—will not build up or leave 
a residue on bottles or containers 

CONADE LUBRICATOR applies an even coat of lubricant 
across the entire conveyor chain and slides in one action. 
Eliminates spotty lubrication and waste. Action of felt roller 
polishes and cleans chains, eliminating broken glass and foreign 
matter 

NOW USED BY LEADING BOTTLERS 
Write us for full details. 


SUPERIOR CHEMICAL PRODUCTS 


Dept. NB 123 W. Madison St. Chicago 2, Ill. 
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ux. Mr. Bottler, are you looking 
for a new routeman? Then, why 
don’t you hire a “routelady”? No, 
we're not kidding...and we're not 
trying to confuse you. 

Matter of fact, one bottler has 
already done it. He’s James H. 
Stout, president of the Tru-Ade 


Bottling Co., Inc., San Antonio, 
Texas 

You know they do things big in 
Texas. They’re not afraid of con 
vention down there. So when a 
petite, attractive lass applied for a 
Tru-Ade 
plant, Mr. Stout thought he’d give 


routeman’s job in the 


it a whirl 


Admittedly, he was a little skep- 
tical. “When Terry Rangel Marti- 


nez, age 20, joined our sales force 
last February, we naturally had 
some doubts as to whether a girl 
five-feet-four and weighing all of 
120 pounds would be able to handle 
what has so far been regarded as a 


work.... We 


threw her to the dogs the first day, 


strong man’s really 
but she returned to the plant that 
«ie oe 
results of her work to date have 


evening with flags flying 
been satisfactory compared with 
the standards set by the men.” 
Terry the Tru-ette (that’s what 
they call her) actually got her 
chance with the Tru-Ade plant be- 
cause of her past record in han 
dling an ice route. In her new post, 
her duties and wages are exactly the 


same as the male routeman. Mr 
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SHE’S DOING A JOB! 


“Terry the Tru-ette.” who may be the only route lady in the beverage 
industry, is shown making a delivery to a supermarket owner. 





Stout advises that “she understands 
perfectly that this is a man’s game 
and that she will receive no spe- 


cial 


privileges or consideration. 
And she has accepted our terms 


with enthusiasm 
Will his 


routeladies ? 


company hire other 
“We are not consider- 
ing as a policy the addition of other 
women for our route sales,” Mr. 
Stout answers. “However, as in 
every business we are constantly in 
search of better personnel who can 
do the job. Acceptable applicants of 
either sex will receive careful con- 
sideration.” 


Mister Bottler, how about you? 


Max Bergsmann, Sr. 

Max Bergsmann, Sr., 76, presi- 
dent of the Keystone Bottling Com- 
pany of Wilkes-Barre, Pa., died 
June 17. He was a past president of 
the Wyoming Bottlers Association 


Benjamin Levin 

Colonel Benjamin Levin, formerly 
part owner and manager of the Ber- 
ry Spring Bottling Co. of Pawtucket 
R. I. died June 17, in Orlando, Flo- 
rida. He was 80 

Colonel Levin who retired about 
twelve years ago, held high office in 
both the Rhode Island Bottlers’ As 
sociation and the A.B.C.B 





“Tome 
Coca-Cola” 


Meek 
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to refreshment 
in the phoenix 
of the Pacific 


Resurgent Manila 
enjoys refreshment 

from one of the world’s 
largest Coca-Cola bot- 
tling plants —and one of 
the newest. After bitter 
war and occupation, 
Filipinos have turned 
naturally to the plea- 
sant things of 

life. And, 

for those 
everywhere 

who like to work 
refreshed and 

play refreshed, 

that includes 
delicious 
Coca-Cola— 


naturally. 


DRINK 


CaCl 
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B. C. Bottlers Hit High Retail Prices 
The British Columbia Bottlers of 
Carbonated 


gan production and distribution of and essences, using its own for- 


Coca-Cola several weeks ago. The mulae. Initial capacity of the firm’s 


Beverages recently firm, however, continues to pro- plant will be 500,000 cases annually. 


pointed out to the Vancouver Parks duce a private brand line of six It is planned to have its own fleet 


Board that in selling soft drinks flavors. 


of trucks and company-owned auto- 
Jackson Bottling Company was 
started in 1924 by the late R. F. 


Jackson. In 1939 it was sold to a 


for 7c, it is taking unfair advan- matic vending machines. 
tage of consumers. 
R. D 


association, 


The directors, all of Toronto, are 
Joseph B. Kopman, Stewart A. 
Woods, John Gracie, James D. Ince, 
and Philip Dickler. 


Cameron, secretary of the 


further declared that syndicate in Winnipeg, but two 


the nickel price allows the dealer years later was brought back by 


sufficient profit margin. He pointed 
out that dealers pay 80c a case and 
sell for $1.20, which represents a 
50°; profit on their cost or a 33! 


profit on their selling price. 


Gets Coke Franchise 
Jackson Bottling Company, Moose 


Jaw, Saskatchewan, was recently 
granted a Coca-Cola franchise, ac- 
cording to an announcement by offi- 
cers of the company. The plant, 
which has been producing soft 
drinks for Southern Saskatchewan 


for over a quarter of a century, be- 


Reg. Jackson, nephew of the foun- 
der, and the late Harry Waldman, 
whose interest in the firm was taken 
over by his son, Harold, after his 
death in 1948. 


New Issue For Kop Beverages 

A new issue of 200,000 common 
shares was made recently by Kop 
Beverages Ltd., Toronto. The com- 
pany has an, authorized capital of 
$1,000,000, 

The firm is organizing for pro- 
duction of its carbonated  bever- 


ages, syrups, concentrates, extracts 


Sussex Buys New Plant 


Sussex Ginger Ale, Ltd., Sussex, 
N. B. has purchased the plant and 
equipment of Mersey Beverages, 
Bottling 


of Sussex drinks will begin shortly 


Ltd. in Liverpool, N. S. 


in the new plant, according to an 
announcement by J. A. Ferguson, 
manager. 

The Liverpool plant is the second 
acquired by Sussex in N.S. A little 
less than two years ago, the com- 


pany purchased a bottling plant in 








7 One of Toronto’s most modernly-equipped beverage operations is the plant of Private 

i Brands, Ltd. The photograph at left shows a section of the syrup room and the tanks therein 

MODERNLY EQUIPPED which supply syrup to filling machines on the ground floor. Photo at right shows the bottling 
e department. 
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Halifax to serve that city and the O. W. Graves Dies 
surrounding district. The Halifax 


xe Ms Owen Winchester Graves, 
plant now is too small for its vol- 


et 1 ol h Bridgetown, N.S., president of the 
ume usiness, al ans have een . ; 
neces : sit uray +) M. W. Graves Companies Ltd., died 
been made for a new building which ee 
é ; recently at the age of 56. 
will make it possible to double pro- 
duction, Mr. Ferguson said He was at the time of his death 
president of the M. W. Graves Co., 

Plant Damaged By Fire Bridgetown; Berwick Fruit Prod- 

The plant of the Twin City Bot- ucts Ltd.; Canada Goods Co., Kent- 
tling Works at Port Arthur, On- ville; 7-Up (Bridgewater) Ltd.; 
tario, was considerably damaged by 7-Up (Saint John) Ltd.; 7-Up 
a recent fire. The blaze was caused (Charlottetown) Ltd.; and Evange- 


by over-heated stove pipes line Beverages (N.B.) Ltd. 





HEADQUARTERS for 
Compact, Inexpensive Bottling Equipment 
For Still Drinks!... 


. for simplicity of design .. . for trouble-free 
performance. .. for sound value . . . for handsome 
appearance . . . and you'll choose MS Equipment 
for bottling fruit drinks, chocolate and other non- 


carbonated beverages. 


Illustrated above is the MS 10 tube filler, complete 
with MS engineered conveyor, polished stainless 
steel base. Capacity 120 cases per hour. Available 


in a variety of sizes and capacities. 


write to . 


MACHINERY SE said ICE COMPANY 


633 E. Main Street Louisville, Kentucky 











New Plant Near Completion 


Construction on the new plant 
for Tuckey Kist Beverages, Exeter, 
Ontario, is near completion. The 
new building will have approxi- 
mately 3000 square feet of floor 


space. 


New Stubby Bottler 


Rocky Mountain Beverages, Ltd., 
Grand Prairie, Alberta, has been 
granted a Stubby franchise. Paul 
Cote and Jean Chene are operators 
of the plant. 


Vancouver Plants Merge 


A merger has been effected be- 
tween the Lions Beverages Ltd. and 
Nelson Bottling Works, Ltd., both 
of Vancouver. The business will be 
conducted as the Lions Beverages, 


Ltd., with the equipment of the 
Nelson plant being added to the 
Lions operation. 


Named By Canada Dry 


Canada Dry Ginger Ale Ltd. 
has appointed Lt. Col. G. E. Ryan 
general manager of its Vancouver 
plant. 


Firm Name Changed 


Brown’s Bottle Exchange, Inc., 
recently changed its name _ to 
Brown’s Bottle & Supply, Inc. The 
company, which maintains head 
offices in Montreal, represents the 
Archie Ladewig Company, Wau- 
kesha, Wisconsin, U. S. A. 


News Notes 


A. H. Boudreau of Seven-Up 
Mont-Joli Limited, Mont-Joli, Que- 
bec, recently obtained a Sun Crest 
franchise for his territory ... Nu- 
Grape Toronto Limited recently in- 
stalled a new Meyer Dumore 12- 
wide bottle washer to handle in- 
creased demand for Sun Crest and 
NuGrape in Toronto and surround- 
ing territory ...K. G. McPhee has 
been named chief chemist of the 
Stubby Company. The company re- 
cently expanded its laboratory serv- 
ices, which now include bacterial an- 


alysis of beverage samples. 
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ling Company, pu Quoin, 
artment, 24-bottle wide 
d two 40-10 


se 3 Five-comp 
is, ¥ E Bottle Cleaners an 


fe syn-Cro-Mix Fillers 


Nothing Cleans Like a Brush! 


For nearly 50 years we have seen brushless machines, 
come and go—for nearly 50 years we have built the only 


successful Brush Bottle Cleaner .. . THE DUMORE. 


eh, Re a 





GEO. J. MEYER MANUFACTURING CO. 
: CUDAHY, WISCONSIN, U.S.A. 








The Wage-Hour Law 
Applied to Bottlers 


(Continued from page 


thus enjoying the exemption 


though the employees may 
orm unloading work as well 
er exemptions of interest to 


soft drink 


additional 


bottlers would be the 
“white-collar” 
These, like the 


exemption for driver-salesmen, also 


so-called 
tvpe of exe mptions 


ire complete minimum wage and 
subject 
(Part 
Administrato1 


Public 


pay exemptions 
regulations 
ssued the 
Wave and Hour and 

Divisions 

lary 25, 1950 

The regulations contatr 1 tests 
must apply for the 
exemptior ot “EXECUTIVE,” 
‘ADMINISTRATIVE,” “PROFES 
[ONAL,” “LOCAL RETAILING,” 
‘OUTSIDE SALESMAN” (it 


vhict employe rs 


driver-salesmen tv} 
. Among other chi 

reyvulations conta 
for exemption 

ot the 


first 


three 


3 a mont 
u-week test 


1940 


existence Since 


ADMINISTRATIVE” — and 


SSIONAL”™ type employ 
sal iry 
imon replace 


a monttl 


SIONAL” employees must perform 


primarily work requiring knowl- 

an advanced type in a field 

of science cr learning, or perform 

primarily creative work in an artis 
tic field 

The tolerance provision tor the 


amount of nonexempt work which 
such employees may perform with 
out losing the exemption has been 


changed Under the change, an 


otherwise exempt employee in these 


three categories may devote not 
more than 
which / 


week to nonexempt 


20 percent of the hours 
imself works in a work 
activities and 
should be 


still remain exempt. It 


noted that this specific 20-percent 


tolerance is, under the changed 
regulations, for the first time ap 
“ADMINISTRATIVE” 
type employees 

There 
exemption of 
ING” 
tion of 
SIDE 


whict 


plied — to 


salary tests tol 
“LOCAL RETAIL 


employees, and fon 


are ! 


exemp 
an employee as i “OUT 
SALESMAN,” the category 
includes “driver-salesmen.’ 
The DUSl¢ require ments of the tests 
ro. suct 


“LOCAI 


must 


employees provide lat 
RETAILING” 


make local 


employees 
retail sale ot 
“yoods or. services,” or perform 
incidental to 


TSIDE 


must be engayved to 


work immediately 

ich ales, and that “Ol 
SALESMEN” 
sel] away 


from their employer's 


place of business 


Chere a 20-percent tolerance 


{ 


concerning nonexempt WOrk ror 


employees in these two ca 
ir case, however, the time 
nonexempt work must not 


percent of the 


t nours 


employer 


should be noted 


$100 a week. 
BACK WAGES 


provisions through 


a salary of at least 
PENALTIES 
The original 
bring 


which the Government may 


civil and criminal action against 
violators are retained in the Wage- 
Hour Law as amended. 

But the amendments add two 
methods to the original provision 
of the law tor employee suits for 


the recovery of unpaid minimum 


and or overtime wages due 
The law now provides that: 


(1 The 


Sulit against 


employee may bring 
the employer to re- 
cover the wages withheld, together 
damages in an 


bac k 


with liquidated 


amount equal to the wages 
due, plus a reasonable fee for an 


Under 


specified conditions, the court 


attorney, and suit costs 
may 
eliminate the 


limit o1 recovery of 


liquidated damages from employers 
found to have acted in good faith 

The Administrator of the 
Wage and 


supervise the 


Hour Division may 
bac k 


Employees 


payment of 
. to! employees 


agree » accept such payment 


and 3 in | the unpaid 
minimum wages or the unpaid over 
time owing to them 
under the Act 


statutory 


compensation 
Waive their inde 
rights to such 


pay and to liquidated dam 


The Administrator, on the 


written request of affected em 
plovees, may in certain cases bring 
the employer to re- 

cover back wages due Employees 
consenting to the bringing of such 
Walve their independent 

for such back pay 
for liquidated damages Suits 


back 


within two vears 


to recover suct wages must 


re commenced 


from the time when the minimum 


rtime wages become due 
emplove 
them 
ADVICE IS AVAILABLE 


who have 


Ssott 
bottlers 


problems 


compliance 


office « Wage 
Public Contracts 


Department of 
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Beverage Cooler Department, Nasu-Kecvinaton Conrot ation 
14250 Pivmouth Road, Detroit 32, Michigan $ 


he new Kelvinator Beverage 
illustrated booklet “Bottlers’ 


. service and finance my 


STREET ADDRESS 


CITY 


August, 1950 








In what is described as 
Worthington Adds To a move to coordinate pro 
Lyon Line duction and sales of the 
Lyon line of cup vending 
equipment, the Worthington Pump and Machinery 
Corp. (which now owns a “substantial” interest in 
Lyon Industries) has acquired the rights, designs, 
ind patents to a cup machine which it has been build 
ing for the Stewart Products Corp. (Greenwich, Conn 
This 500-cup single-drinker will now be marketed 
through Lyon Industries (N. ¥ 
single and dual flavor 1400-cup machines, also being 
roduced by Worthington at its Holyoke, Mass. plant 


along with that firm’s 


With armed force 
nae strength due to jump by 
Military Market it 
47,000 men under the 
current build-up program 
ending activity in some military sites will be simi 
irly accelerated, Of interest to the average bottler 
effects of this program on domestic army posts 

force bases, where soft drink si ‘ chan 

irrent 4) By ing , Witt 
R37.000 


108.000 


VENDOR AND COOLER NEWS 


PLACEMENT 
FINANCING 
MERCHANDISING 
MARKETS 

cosTs 
SERVICING 


NEW MODELS 


Manufacture of a coin 
activated version of its 


Fountain of Juice bulk dis 


Green Spot 
Cup Vending 


penser 1s planne d by Maje Ss 
tic Enterprises, Inc. (Los Angeles), with the cup 


vendor model being used to feature Green Spot Orange 
ade, non-carbonated beverage marketed by a numbet 
of bottlers and dairies. Holding 11 gallons in 2 bowls 


this pre-mix device can vend about 235 six-oz. cup 


drinks. As attention-getters, the machine features 
fluorescent lighting and an activated stream of orange 
ade (which also serves to agitate the drink visible 


through a plexiglass display in the cabinet 


[deal 


Bloomington, Ill equip 


It’ multi- flavor 


Barq’s Boosts Selectives ; ieee uae 
ment for the Barq’s Bot 


tling Co. in San Bernadino 
Cal. Selling the coin coolers outright to locations, bot 
tler William H. Lauer reports that he has found i 
dustrial plants to be the best volume producers for the 
“Variety Is The 


machines are stocked with a selectior 


vendors. Keved to the theme that 
Spice of Life” 
Barq’s flavors, including root beet 


iit and lime 


tensifiec 


Parking Lot Location t] 
cooler outlet 


are finding otnet 
frequented by motori rood soft drink locations 
During warm-v ionths, itdoor parking 
midtowr! checking as ven 
In Greer Oro Y ( a site has ri 
Coca-Co 


ty ‘ 
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“IT SOUNDS SO GOOD, | 
CAN HARDLY BELIEVE 
MY EARS!" * 


* Bottler’s name upon request 


that’s what one bottler said when 
he heard about 
the SUN SPOT 
ADVERTISING PLAN... 
Since then he has used 
the plan and now he is 
able to say... 


R 





“IT WORKS SO WELL, 
| CAN HARDLY BELIEVE 
MY EYES!" 


And...since then, many other SUN SPOT 
BOTTLERS have also used the plan, and they are saying the same. 
Therefore, to all bottlers who wish to fortify their competitive position, 


we say --- once again!... 


DON’T MISS 


THIS... ea 


SEND FOR IT TODAY! 
SUN SPOT COMPANY OF AMERICA 


1520 Ridgely Street “te Baltimore 30, Md. 
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STACKING 
STABILVLER 


PATENTED STACKING 
STABILIZER KEEPS 


ravi ii tt Rigid 


Prevents 
Wobble and Sway 


Solid Bottom Prevents Bottom 


Failures. A revolutionary new 
STACKING STABILIZER is the an- 
swer to wobbly, swaying bottle car- 
riers! This patented feature holds 
Morris bottle carriers absolutely 
rigid. It enables you to make larger 
displays. Only Morris Step Up Car- 


rier has the stacking stabilizer! 


BOTTOM 
a F 
@ Stacking Stabilizer prevents\\ 
wobble’ \ 
@ Fits all cases 
@ Ends breakage complaints 
@ Amply strong for multiple 
trips 
@ Safe stacking either vertically 
or in pyramid 
@ Safe and comfortable to 
carry 
@ Features trade mark on all 
four sides 
@ Simplifies checking loads 


@ Assembles quickly at bottling 
line 


MORRIS PAPER MILLS ‘s--0s%i.-::" 
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from and to their parked cars. This spot also adjoins 
a local bus stop, and passengers often patronize the 
nearby coin cooler while waiting for their transporta- 


tion. 


TRIPLE DRINKER 


Among the coin 
coolers developed 
by the Lone Star 
Vender Corp. 
(Dallas) is this 3- 
selection machine 
holding 58 bottles 
of the “featured” 
flavor, and 38 and 
36 bottles of two 
more brands, plus 
50 additional 
drinks in pre-cool. 
Firm's line also in- 
cludes single and 
dual drink models 
and a can carton 








Here’s the way one O-So- 


30-Week Finance Plan — — peeronergasee 
program he’s worked out 
for handling outright sales 
of a small 1's case selective coin cooler: ““We sell these 
to our accounts at our cost of $150 plus freight, and, 
if they want us to handle the paper, we do so at a 5 
discount. Of course, we recommend that they handle 
their own financing, through their bank, if necessary 
If the account wishes us to finance the machine, we do 
so on the basis off $5 down and $5 per week until the 
machine is paid for. This $5 is collected on our weekly 
stock replacement of merchandise, and, therefore, no 
additional collection cost is involved. In other words, 
the cooler retires itself in 30 weeks, or less than & 


months.” 


While the use of trucks as 
a mobile showrooms to carry 
display of coolers and 

vendors direct to the door 

of prospective outlets for an on-the-spot demonstration 
is not new, the Coca-Cola Bottling Co. of Birmingham, 
Ala. has come up with a new sales personnel twist that 


is upping placements. Instead of using permanent 
employees for this task, each of the company’s driver 
salesmen IS vyliven a date when he can use the “demon 
strator” (an open truck carrying an array of manual 


and coin models 


potential location-owners in advance of visit. On the 


assigned day (while a relief man takes over the sales 


man’s regular route), he and his route manager drive 


the truck around to prospects, demonstrate the fea 
tures of the varied vendors and coolers, and point out 


the advantages of having Coca-Cola in that particular 
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so that he may contact and line up 


outlet. Some sales are made immediately, but prospects 
often prefer to “think it over’, and the average order 
comes in within a week or so. Nearly 300 drinkboxes 
were sold on this basis during a 2-month drive, and 
50 of these installations opened up new accounts 
To add a competitive note and spur placements, awards 
are made to the driver-salesmen who sell more than 
10 machines as the result of a day’s effort, and 3 em 
ployees have topped this mark thus far. Attracting 
attention to the demonstrator display as it drives 
around Birmingham, one of the coin coolers currently 
serves as a billboard, carrying the painted message; 
“Profit Makers For Dealers.’ 


Soft drink interest in the 
National Automatic Mer 
handising Assn (NAMA 


annual convention, which 


NAMA “Beverage Day” 


will be staged in Chicago from Nov. 12-15, can be 
gauged from the fact that 8 parent companies are 
currently listed as exhibitors. With NAMA planning 
to designate a “Beverage Day”, booths at the Palmer 
House exhibition have been taken by Canada Dry, 
Coca-Cola, Double-Cola, Dr. Pepper, Hires, Mission 
Dry, Nehi, and Orange-Crush. All of these firms have 
been actively pushing sirup sales via cup vending 


machines 





LAUNDRY LOCATION 


A 2-case SelectiVend coin cooler plugs Dr. Pepper and 
makes sales to patrons visiting this Dallas, Tex. laun- 
dry and dry-cleaning establishment. Machines in such 
sites often pull good patronage from employees work 
ing in dehydrating temperatures. 


Just how much competi 
Concentrate tion soft drink automatic 
Cup Competition? merchandisers can expect 
from frozen fruit juice 
vending may be clarified by current experiments in 
the New York area. Snow Crop, first of the orange 
juice concentrate marketers to test cup machines, 
seems to have shifted its dispenser efforts to manual 
sales at fountain outlets. However, the rival Minute 
Maid Corp., seeking to get its product sampled by a 
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large share of the public, has turned to vending and 
is field-testing the 400-cup units built by Mills In- 


dustries (Chicago). Similarly, Welch, which has been 


testing bulk vendors to dispense its frozen grape juice 
concentrate, is re ported blueprinting a cup mac hine 
of its own design to spearhead a consumer sales drive 
Problems affecting this type of bulk vending are 
perishability of product; refrigeration needs; and the 


ingredient cost factor—necessitating a dime drink 


price 


LOCKER-ROOM 
LOCALE 


Rated as steady - volume 
sites are community cen- 
ters, Y's, and athletic clubs, 
where physical activities 
build a demand for thirst- 
quenchers. Single - brand 
Highway Steel coin cooler 
shown here in the locker- 
room of the Worcester. 
Mass. YMCA was sold out- 
right to the Worcester Y 
Athletic Club by the Hires 
Bottling Co. of Shrewsbury. 
Mass. 





A new non-carbonated 

Pre-Mix for pre-mix cup vendor has 
American-Simplex been placed in production 
by the American-Simplex 

Co. (Los Angeles With a 144-drink capacity, the 
single-flavor machine dispenses “still” beverages and 
is self contained, requiring no water connection. Fea 
tures claimed for this unit are simplicity of action 
and compact size, while it utilizes a stainless steel 
beverage tank and fittings. H. J. Coffman, who heads 
the firm, reports that an initial shipment of American 
Simplex vendors is being made to a Bireley’s dis 
tributor for the Pacific area, who will spot the units 


in such areas as Guam, Okinawa, ete 


With «agricultural employ 

Cultivating ment approaching its sea 
The Farm Field Soni veuk and currently 
G O00.000 mark 

bottlers in those areas where farming is “big busi 
ness" may find a plus “At Work” market among thirsty 
field hands. Over pi vears, for example, vendors have 
been temporarily spotted in Connecticut tobacco fields 
to make soft drinks available to workers, while i 
Alabama a 6-case ice cooler, mounted on a motorized 
runabout, carries bottled beverages to cotton pickers 
Decatur territory. Out in the West, increasing 

ng made by harvest crews of picnic coolers 

ase of cold drinks handy for refreshment 


long and hot workday 


When drive-in theatres in 

the Waterloo, Ia. territory 
“Picnics” For Drive-Ins?  .\it¢hed from bottles to 
fountain sale of soft 
drinks this season, the local 7-Up plant found itself 
minus a profitable market, as that beverage is not 
sold in bulk. However, this firm hit on the idea of 
conducting a sales campaign in behalf of “picnic” 
coolers, encouraging patrons of the motor movies to 
“bring along their own” thirst-quenchers in the port- 
able drinkboxes. The promotion has proven successful, 
as a number of families not only found the move eco- 
nomical (7-Up could be purchased in retail outlets by 
the case for half the cost of the drive-in price), but 
had the added convenience of having a supply of cold 
drinks on hand right in the car. Outlets along the 
road leading to the drive-in have been encouraged to 
stock 7-Up for this movie-going trade, and some fea- 


ture iced drinks at 30 cents a carton. 


While vending in itself is 
a means of obtaining paid 
sampling, bottler H. H 
Wright, who 
Pepsi-Cola Bottling Co. of Atlanta, Ga., found it 
profitable to distribute free drinks to workers in an 


Sampling Gains 
Vendor Volume 
heads the 


industrial plant. After some 60 cases of Pepsi were 
distributed to familiarize every employee with the 
beverage, coin cooler sales tripled to better the 50 


case-a-week mark 


Maher-owned 7-Up plants 
in Iowa and Nebraska are 


In The Vending Chute 


using the new selective 


“Varietee” coin coolers 
built by the Bevco Co. (St. Louis). Units can stock 
up to 7 flavors, and incorporate National change 
makers . . On hand for a recent schooling session 
in Los Angeles were 27 California and Arizona oper 
ators of SuperVend (Chicago) equipment. Factory 
engineer Robert Horton explained improvements in 
the new model of the 600-cup 3-flavor vendors 


At least 3 coin cooler makers who did not display at 


Detroit last year are slated to show bottle vendors 
Spacarb (N. Y 


cup vendors are registering big between-innings vol- 


at ABCB’s San Francisco expo 


ume with baseball fans at Brigg’s Stadium, Detroit. 
A majo} league Philadelphia ballpark will follow suit 

With military locales in the limelight, Mission 
Bottling Co. of Parkton, N. C. has spotted some 60 
selective bottle vendors at nearby Fort Bragg, giant 
army post Bathing and beverages go together in 
humid Washington, D, C. where a cup vendor, spotted 
near a swimming pool, pumped out over 3,000 drinks 
on a July Sunday A Philadelphia firm plans to 
market cup equipment which can be tailored to capital 
ize on a location’s “waste space’’.’ Compact vendors 
would be spotted in corners, around poles, etc. to pro 


duc e new revenue 
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WHEN WATER IS HARD USE 
WYANDOTTE 721 SPECIAL! 


Ie you are washing bottles by machine in extra hard 


water, chances are vou ¢ ould use Wyandotte 721 Special? 


bottle-washing alkali. 


It's causticized and polyphosphated to overcome 
those hard water conditions. Let your Wyandotte Repre- 
sentative o1 Supplier demonstrate it and other Wyandotte 
bottle-washing alkalies. There’s Seneca Flakes*. for in- 
stance, and Chippewa Flakes*, C.C.S. Alkali and (for 
hottle water conditioning) Wyandotte B.W.C. 


WYANDOTTE 


721 Special: 


e CONTROLS SCALE 
e RINSES FREELY 


e REDUCES CARRY-OVER 


IS ESPECIALLY EFFECTIVE IN 
EXTRA HARD WATER 








THE WYANDOTTE LINE—water conditioners: NS.Q., B.W.C 
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Sw sons 


Keego; bottle-washing alkalies: Seneca Flakes, Chippewa Flakes, 
C.C.S., 721 Special, Star 5X, Flake Industriol Alkali; germicides: 
Steri-Chlor, Sportec; for equipment cleaning: G.L.X., SR-10, Kelvar, 
Poma — in fact, specialized products for every cleaning need. 





WYANDOTTE CHEMICALS CORPORATION 


Wyandotte, Michigan © Service Representatives in 88 Cities 





yandotte 


REG. U. S. PAT. OFF. 
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GER W a) 
THE CH AN PO \ 
ANT Y idence. Should 
W ARR Changer 8 —_— rage je i- 
pure ase, 


ee ave 
become n° 
ERE 


: fn r 
Nh Ad - of 


Order the 
unit 


CAN BE 
INSTALLED 
IW PRACTICALLY 
ALL VENDORS 
DESIGNED TO USE 
A CHANGER! 


REMOVAL OF 
ONE 
SCREW 
OPENS ENTIRE 
MECHANISM 


FOR QUICK 
INSPECTION 
° 





PLUGS 
INTO ANY 
VENDING 
CIRCUIT 

. 


PATENT 
PENDING 


Write today / YOUR TRIAL TEST CHANGER IS WAITING! 
GUARDIAN \G/ ELECTRIC 


1619-B W. WALNUT STREET CHICAGO 12, ILLINOIS 
A COMPLETE LINE OF RELAY RICAN wousTay 
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Class 45. 
Soft Drinks and Carbonated Waters 


RochCF — 


ASS 45, SOFT DRINKS 
NATED WATERS Roch 
( oe 








m 


Pu 


y alls 


LASS 45, SOF DRINKS 
ATED WATERS. Thor 
R est hb Y. File 


RBON 


DRINKS 
TED WATERS I 
N I 


Ju 24, 1940 


LASS 45, SOT 


LISHUS 


A 
? evERAGE 


ASS 45, SOFT DRINKS 
ATED WATERS Rober 

N. ¥. File Jan. 14, 1949 
20, 19%) 
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527,420. CLASS 45, SOFT DRINKS AND 
CARBONATED WATERS. The Shasta Wa 
Company, San Francisco, Calif, Original 
i, act of 1946, Principal Register, Jan. 10, 
amended to application, Supplemental 
Register, May 12, 1950, Serial No. 571,935. 
Published July 4, 1950 
Applicant ims ownership of Registrations 
Nos. 74,564, 210,7 and others. 
For sparkling water; ginger ale; non-alco- 
holic, maltless beverages sold as soft drinks, 
and also sold as mixers 
Claims use since Dec. 14, 1946 


CHOC TREAT 


527.45. CLASS 45, SOFT DRINKS AND 
ARBONATED WATERS, Maryland Bey 
age Company, Inc., Baltimore, Md. Orig 

act of 1946, Principal Register, 
1948 ; amended to application, Sup 
plemental Register, Dec. 7, 1949, Serial No 

61,322. Published June 27, 1950 

For canned chocolate flavored maltless soft 


drink 


ph ne arin use since Nov. 21, 1941 


570,576. CLASS 45, SOFT DRINKS 
ARBONATED WATERS. 1 

eal emt sig ll ha | Class 48. 
— a eee Malt Beverages ann Liquors 
The : 

cant alr 
140,946 an 
“set geenape: 














SOFT DRINKS 
ATERS The 
Tea Compar 
23, 1940 Se 
1ane 
i Registratior Ser. N 570,545. CLASS 48, MALT BEVER 
3201 AGES AND LIQUORS Drewrys L«d., 
1. S. A., Inc., South Bend, Ind. Filed Dex 
», 148. Published June 27, 1950. 


{ 
iy 
The lining represents black and red, T) 


e fig 
fanciful. Applicant claims ownership 
Ne oH, : 


4, 


» Oct. 2, 1936 


e N 581,115. CLASS 45, SOFT DRINKS 
AND CARBONATED WATERS. P ta 
ntine & Sor Newark, N. J. Filed June 27 

140. Publishe June 13, 1050 

Phe wordis n the rawing 

A cant lau wnershiy Registr 

N 119,029, 79,462, 119,244, 119,868 


» SR 


deed No. 549,458, CLASS 48, MALT BEV 

ERAGES AND LIQUORS. Pabst Brewing 

Company, Milwaukee, Wis. Filed Fel 11 

MARy 1S448 Sec. 2f to “Pabst’’). Published June 
.* 6, 1050 
punt Ss Applicant claims o ship of Registrations 
Nos I79, 285,860, wy, 102,164, ed 
‘ i, , 
1 i s 


se N 583, 549. CLASS 45, SOFT DRINKS 
AND CARBONATED WATERS. Qualt 
severage Inc., Ro er, N. Y. Filed Aug 
16, 14%. Publist 3, 1950 
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NEW Dr Pepper PROFITS 


$250,000 KacCooun’ 


Promotion Brings in 


Thousands of 7’ Dr. Pepper Customers 


Here's the biggest news of all on the Dr. Pepper 
$250,000 crown-saving contest: it's having a perma- 
nent effect on the buying habits of thousands! Yes, 
more and more soft drink buyers are switching to Dr. 


Pepper for good, because repeated buying of Dr. Pepper 





A FEW FRANCHISES 
IN CERTAIN LOCALITIES 


Opportunities to build a valuable Dr. Pepper 
business are available in some territories. For 
information, contact the Dr. Pepper Company, 
Franchise Dept. NB-8, Box 5086A, Dallas, Texas 











for the crown-saving contest has interrupted former 
buying habits—established a confirmed preference for 
Dr. Pepper at 10, 2, and 4. 
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This means new, steady, profitable Dr. Pepper busi- 
ness for you! And future advertising and merchandising 
plans guarantee that you'll keep those new customers 
and gain still more! 

So go along with every Dr. Pepper sales promotion— 
and you'll go a long way towards soft drink profits. 
You'll discover that the Dr. Pepper sign is a dollar 


sign—for you! 


br Pepper 


% 
we (STOP) THAT GIVES YOU Cu 
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Is distribution 


bottleneck 


in your business? 


If high distribution costs are cutting your profits, 
you need trucks built for fast, low-cost hauling. 
You need Dodge “‘Job-Rated”’ trucks. 


Dodge trucks are ‘‘Job-Rated”’ to turn shorter, park 
easier. You can back them into narrow spaces for 
loading and unloading. And each has a “‘Job-Rated” 
engine for power to spare —with maximum gas and 
oil economy. 


Pins ima .- -  - « 


r 


meme | BEM 


Mises —pow. T 
‘ 7828 ANN AV 


And Dodge trucks are “‘Job-Rated’”’ to carry bigger 
payloads, too. This means that you can haul more 
cases on each trip. 


Ask your Dodge dealer to show you a truck that 
will break your distribution bottleneck. He’ll show 
you a Dodge truck that’s “Job-Rated” to fit your 
job and slash your hauling costs! 


uikaliicode whe TIT) j 
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Here 
comes 
a customer! 


Yessir, this “thirsty weather” sure is good for 
business ... four months out of twelve. 


But you’ve an investment in plant and inven- 
tory that you should be collecting a return on 
twelve months out of twelve. That’s why it makes 
sense to base your business on a good product 


that’s promoted all year round...a product 
like Hires. 

You know people want Hires. Hot or cold 
... boom or bust... they’ve been buying Hires 
for the past 80 years. They’ve made Hires the 
largest selling root beer in America. We're 
resolved that Hires is going to stay up there. 

And in just the past few months 54 more 
bottlers have joined us in that resolve. How 
about you? Maybe you have a place in our 
future. Why not write? 


THE CHARLES E. HIRES CO. 
206 SOUTH 24th STREET PHILADELPHIA 3, PA. 
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SIGNS 
OF THE TIMES -- 


YUNA 


Top panel on this new B-1 dis- 
play rack stresses the theme: 
“Have You Tried B-1 Lemon-Lime 
Before Breakfast?” The rack can 
be used either with the six-bottle 
carry-home cartons or with the 
large 28-oz. size. 








Dad's Root Beer Co., Chicago, has 
launched a brand new advertis- 
ing theme, as shown on this illu- 
minated spectacular sign on Chi- 
cago’s famed Outer Drive. The 
new slogan. “Say Dad's.” is a 
manifestation of the company’s 
belief that the product is suffi- 
ciently entrenched to warrant a 
shortening of its advertising mes- 
sage. 


Imitation Grape 
Flavor 


“Make it at home”, O-So Grape 
bottlers are telling consumers in 
this newspaper ad promoting the 
O-So Grape Float. The ad is one 
of a new series aimed at upping 
summer sales. 














FIRST 
FIRST 
FIRST 
FIRST 
FIRST 


Write for Your Free 
Copy 


The new Zephyr Catalog is 
now off the press. Showing 
latest designs, advanced 
features, and money-saving 
Bottlers. Write 


for your copy 


ideas for 





NEW LOW PRICES IN EFFECT 


Quantity Discounts on Orders of Six 
or More 


MANY 
FIRSTS 
SCORED BY 
SPECIALTY 
ENGINEERS 


NEW ZEPHYR 
CATALOG JUST 
OFF THE PRESS! 


to introduce slider rail construction which speeds loading and unloading 


to bring about reduction of 500 to 1000 Ibs. in body weight without 
impairing strength 


to make durable, hazard-free hinged and sliding doors 
to make a 5 wide beverage body (1939) 


to design and introduce a Pallet Body with removable steel rack pallets 
for automatic loading and unloading of racks 


SPECIALTY ENGINEERING COMPANY 


ALLEGHENY & TRENTON AVENUES 


PHILADELPHIA 34, PA. 
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WHAT'S 
ay 


“FLO-TABLE” 


Assembled from stock parts and 
units to the buyer's specifications 
is the new “Flo-Table” belt con- 
veyor designed by Mar-Rail 
Conveyor Co., Pawtucket. R. I. 
The machine is available in 
standard belt widths of from 6” 
to 36” in 2” multiples and stand- 
ard lengths to cover over 100 feet. 
It can be floor mounted at 18” to 
37” height. or ceiling-suspended. 





NEW FORK TRUCK 


A new line of lightweight fork 
trucks, known as the “Space- 
master JFTT Models, are now be- 
ing marketed by Lewis-Shepard 
Products, Inc., Watertown, Mass. 
Standard capacities are 1.000, 
1,500 and 2,000 pounds for loads 
32”, 40° and 48” long. Standard 
lifting heights (fork elevation) on 
telescopic models are 130". 106” 
and 82”, with corresponding col- 
lapsed heights of 83", 71”, 59”. 


NEW CARTON MATERIAL 

A tough. non-deteriorating. wa- 
terproof-paper. which could be 
used advantageously as a ma- 
terial for the manufacture of 
carry-home cartons, has been de- 
veloped by Glas-Kratft, Inc., Lons- 
dale, R. I. Made from continuous 
glass fibers swirled between two 
plies of kraft, it is lightweight. 
hard to puncture, and almost im- 
possible to tear. Three standard 
grades are available. 


ROLLER CONVEYOR 


New. adjustable, flexible roller 
conveyors, known as “Flex-co.” 
are now being marketed by the 
Berlin Chapman Co.., Berlin, Wisc. 
The new units are made in 12”, 
18", 24” and 36” widths, and can 
be installed in any combination 
of radii. Portable as well as ad- 
justable and flexible, the “Flex- 
co” conveyors may be easily and 
quickly moved from one location 
to another. 





DOCK BOARDS 


A new standard line of magne- 
sium dock boards has been in- 
troduced by Magline, Inc., Pin- 
conning, Mich. Designed specifi- 
cally for use with truck docks, the 
lightweight boards feature an ad- 
justable, automatic drop lock 
which drops down against the 
dock and locks the board se- 
curely in position to prevent 
slippage. The boards will be 
produced in two rated load ca- 
pacities—1,000. and 2,000 lbs. per 
axle. 
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ELIMINATES LUBRICATION 


Designed for conveyor lines is 
this self-aligning. sealed-in ball- 
bearing unit that eliminates lubri- 
cation. Dubbed the “Sealmaster” 
by its maker, the Keenline Equip- 
ment Corp., Oshkosh, Wisc., it is 
permanently lubricated at the time 
of manufacture. 








ADJUSTABLE LOADING 

Leveling a loading platform or 
dock with the height of an auto- 
mobile truck is possible with the 
“Make-It-Evener,” a device de- 
veloped by Revolvator Co., North 
Bergen, N. J. Built into the loading 
platform like a hydraulic eleva- 
tor, the inside end of the unit is 
held into position by a pivot, 
while the outer end is raised or 
lowered by a hydraulic ram. The 
capacity can be made to suit re- 
quirements up to 20,000 Ibs. 
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Clicquot Club Ginger Ale and Sparkling Water have 
been good mixers for over fifty years. 


Today other good mixers have joined the Clicquot 
family. 


Tom Collins ... Whiskey Sour... Lime Rickey 
Ginger Beer and Quinine Water are some of the 
newer mixers which help make the Clicquot franchise 
of greater value to a local bottler. 


Some territories are open. 


Clicquot Club 


QUuC KLEEK-O ) 
BEVERAGES 


Pale Dry and Golden Ginger Ales... . Sparkling Woter.... Cola... . Sarsaparilla 
Root Beer... . White Soda... . Cream Soda. . . . Tom Collins Mixer . . . . Lime Rickey 


Orange Soda ... . Eskimo Cooler... . Strawberry Soda ... . Cherry Soda ... . Grape Soda 
True Fruit Raspberry Soda 


Clicquot Club Company—Millis, Massachusetts 
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SEALED-IN FLAVOR 


right from California’s sunny groves... 





OE OIA ABD ee NT 





i 
SODA RS ORA! 
Coneweed Se ee Bae ate 
Sodium Citrate, Orage Fieve Fg 
Not Conan se Bemmonte of Sede 


Comtaing 





‘One U.S. Gallen (3.785! 


Bottle profitably what the consumer Always sold in cans to seal in the 
wants to buy—America’s favorite flavor until you use them. 

orange and lemon drinks, made 

with Exchange fruit juice bases. 


CALIFORNIA 
FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California B OTT L ' R S 


400 West Madison Street, Chicago 6, Illinois 


99 Hudson Street, New York 13, N.Y. J U ‘ Cc e Ss 
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Two Big Machinery Makers Join Forces 


Geo. J. Meyer Manufac- 
turing Company of Cudahy, Wis- 
consin, makers of the famous Meyer 
“Dumore” line of bottling machin- 
ery, has announced the acquisition 
of Economic Machinery Company, 
Worcester, Massachusetts, builders 
of “World” Labelers. 

The comprehensive design, engi- 
neering, production, testing and 
service facilities of these two large 
Meyer 
and Economic, is expected to be 


machinery organizations, 
strengthened and broadened by this 
Neither will 
be curtailed in the slightest respect ; 


pooling of resources. 


the Worcester plant and its entiré 
organization will be maintained in- 
tact 

Some idea of the extent of the 
combined facilities may be gath- 
ered from the following brief as- 
sessment. The Meyer plant, in Cud- 
ahy just Milwaukee, 
spreads over some fifty-six acres 


outside of 


and includes five hundred thousand 
square feet of floor space. This 
space and the company’s workers, 


numbering nearly a thousand, are 
devoted solely and exclusively to 
this one field of bottling equipment 
and machinery as has been the case 
since the business was founded two 
generations ago. The company also 
owns and operates a complete manu- 
facturing plant in London, England 
to meet the heavy demand for bot- 
tling machinery in Great Britain 
and on the continent. 

Worcester 
plant comprises several acres of 


The newly acquired 


land and two modern factory build- 
ings joined together by a _ third 
building 


spacious supplementing 


the engineering and _ production 
facilities. It adds more than one 
hundred thousand square feet of 
space and two hundred and fifty 
skilled technicians and craftsmen 
to Cudahy facilities and, like them, 
it represents completely specialized 
concentration on bottling equip- 
ment. 

Both organizations started oper- 
ations at the turn of the century, 


and significantly, both have for 
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Top—A portion of the Geo. J. Meyer plant showing Meyer “Dumore” 
bottle fillers in process of assembly. Below—A view of the assembly floor 
at Economic Machinery Co. showing the manufacture of World Tandem 
Labelers. 
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WHAT'S 


NEW? .. 


years served the same customers to 





a large degree. 

Officers of the Meyer organiza- 
tion are George L. N. Meyer, presi- 
dent and treasurer; George T. 
Meyer, vice-president and general 
manager; Arthur W. Meyer, direc- 
tor and service manager; and Har- 
old W. Meyer, foreign sales direc- 
tor. Economic Machinery Company 
officials are Andrew J. B. Adams, 
president and general manager, H. 
R. Stewart, vice-president in charge 
of sales; and Sidney T. Carter, vice- 
president in charge of engineering. 

Sales and service representatives 
of Meyer Dumore bottling equip- 
ment and World Labelers are lo- 
eated not only in Cudahy and 
Worcester, but in New York, Chi- 
cago, Philadelphia, Pittsburgh, De- 
troit, Minneapolis, Louisville, Den- 
ver, Salt Lake City, El Paso, Se- 
attle, Portland, Phoenix, San Fran- 
cisco, Los Angeles—-and in Mon- 
treal, Van- 
couver, London, Paris, Mexico City, 
Buenos Aires, San Juan, Lima, Ha- 
vana, Honolulu, Sydney, and Well- 
ington, N. Z. 


Toronto, Winnipeg, 


Hyman Buckner Forms New 
Equipment Firm 

Organization of the Buck- 
ner Equipment Co. of Chicago has 
been announced by Hyman D. 
Buckner, partner in the 
Filter Paper Co. of Chicago. Forma- 


former 


tion of the new firm followed the 
decision of Mr. Buckner and his 
former partner, Charles Miller, to 
end the business relationship they 
had maintained during the 18 years 
of the existence of the Filter Paper 
Co. 

During these past 18 years Mr 
3uckner had handled sales of Filter 
Paper's 


operations and spent a 
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Are you getting the BUSINESS, 
or getting the BUS \WESS 7 


"YirGintADARE FLAVORS. . . CONSISTENT QUALITY 
THAT BUILDS BUSINESS... AND HOLDS IT! 
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GRAPE _ te poruur Favor in WHICH 
VIRGINIA DARE STANDS FIRST! 


Mention Grape Flavor .. . and bottlers mention Virginia 
Dare in the same breath. Virginia Dare Grape flavors are 
acknowledged to be the leaders. Here are drinks that 
capture the piquancy and full-bodied flavor of the crushed 
grape itself . . . a drink that captures tastes everywhere 

. . and builds solid, substantial repeat grape business for 
you. Inquire about the grape that is best suited to your 
operation. 


“S*SXDMTE 
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SALES BUILDING FLAVOR 


A complete line of Orange Extracts and concentrates that 
offers you the flexibility that builds sales in your own area. 
Choose from a wide variety of flavor types, colors, and 
cloud, in a wide price range. But remember they're all 
Virginia Dare . . . which means they're all the best of their 


type! 








rRGIE... CO., Inc. 


Bush Terminal Building No. 10 
Brooklyn 32, New York 
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Hyman and Bernard Buckner 





great deal of time himself contact- 
ing bottlers 

Associated with Mr. Buckner in 
his new enterprise will be his son, 
Bernard. The firm will deal in a 
wide line of bottlers’ supplies, in- 
cluding used equipment of all types, 
water treating and syrup room sup- 
plies. Another phase of the oper- 
ation will be as a brokerage service 
for the purchase and sale of .bot- 
tling plants. 

The new company’s headquarters 
are located at 2532 S. Wabash, Chi- 
cago 16. 


Ultra-Violet Sterilizer 
Purifies Water 

Water obtained from a 
well, spring or other unprotected 
100% pure 
entirely automatic, 
electrically - operated ultra - violet 
water sterilizer developed by the 
Sepco Corp., 


source can be made 
through an 


Pottstown, Pa. 
Known as the Sepco Ultra-Violet 
Water Sterilizer, the unit requires 
no attention, uses no chemicals and 
adds no taste or odor to the water. 
Purification is done by powerful 
ultra-violet radiation utilizing the 
same principle frequently employed 
for atmospheric purification in 


laboratories. Basically, the ster- 
ilizer consists of a stainless steel 


tank 71” 


Inside are four specially-construct- 


high by 12” in diamete1 
ed ultra-violet ray tubes extending 
vertically through the water. Pat- 
ented baffles at various levels guide 
the incoming water close to the 
constantly glowing tubes, thus as- 
suring 100% purification. The Sep- 
co Sterilizer purifies water at the 


rate of 400 gallons an hour 


Stainless Products Forms 
New Sales Company 

] Stainless Products Corpo- 
ration (New York 


the formation of a world-wide sales 


has announced 
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NIFTY IN EUROPE 








A fleet of five trucks (three shown above) is used by the N. V. Belgian 
Soft Drinks Corp. in Antwerpen, Belgium, to distribute Nifty—a complete 
line of flavors made by Salient Flavoring Corporation, N. Y. C. Other 
foreign bottlers now handling Nifty include Source-Cristal-Mondorf in 
Grand Duchy de Luxembourg: Cosmos Aerated Water Co. Ltd., Hong 
Kong; and the Aerated Water Factory in Manila. 





organization to market tanks and 
equipment of stainless steel and 
other alloys for users in more than 
35 industries. 

E. S. Heinsohn, president of 
Stainless Products Corporation of 
Portersville (Butler County), Penn- 
sylvania, formerly the 
Welding and Manufacturing Com- 


Stainless 


pany, also announced that a con- 
tract has been with the 
new sales company to act as sole 
distributors 


signed 


Heading the new sales corpora- 
tion as president is John D. Allen. 
G. Fred Colvin is vice-president, 
and A. C. Colvin is general man 
ager and secretary-treasurer. 


Ice-Proof Label Adhesive 

An ice-proof label ad- 
hesive that withstands days of soak- 
ing in ice water and has the added 
advantage of reducing expensive 
cleanup time has been developed by 
the research laboratories of Swift 
& Company, Chicago. 

The new product, known as “Re- 
sisto,” has been used suceessfully 
on many types of semi-automatic 
and automatic bottle labeling ma- 
chines. 

It is a casein based product that 
is clean machining and fast setting. 
There is less smearing at the edge 
of labels and a minimum of flagging 
or slipping of body or neck bands, 





NEW PALLETIZED TRUCK BODY 








A new drop frame, palletized beverage body has been developed by 
Hesse Carriage Co., of Kansas City, Mo. Cases can be stacked 7 high on 
the pallet and loaded in one easy motion. Because of the unit's space- 
saving low design, even the top row of cases can be reached easily from 
street level. 
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even on wet or stippled bottles. Be- 
cause of its fast set, Resisto is said 
to reduce loss of labels on conveyors 
or automatic packers. 


Wyandotte Buys Chemical 
Plant on West Coast 
Purchase of the Pacific 
Chemical plant of the American- 
Marietta Company of Los Angeles, 
Calif., by Wyandotte Chemicals Cor- 
poration, a major producer of in- 
dustrial chemicals and cleaning and 
sanitizing compounds, was  an- 
nounced recently by Robert B. Sem- 
ple, president of Wyandotte. 
Wyandotte will revamp the prop- 
erty to provide a Pacific Coast man- 
ufacturing unit to serve Wyandotte 
branches which have functioned for 
a number of years in Los Angeles, 


San Francisco and Seattle. 


Howard Refrigerator Moves To 
Larger Quarters 


Howard Refrigerator Co., 
Inc. has announced that it will move 
into its new Philadelphia plant at 
1745 Worth Street sometime this 
month 
The plant is located on the main 
Pennsylvania Railroad line between 
Washington and Philadelphia, with 
a convenience of the Pennsylvania 
Railroad siding into the plant. The 
floor space will cover 65,000 sq. ft 
The company manufactures cool- 
ers and other types of refrigeration 
equipment 


Topflight Tape Offices Now 
In One Building 

Topflight Tape Co., York, 
Pa., has announced that as of June 
1, 1950, its administrative, sales, 


order wecounting and advertising 








CAREFUL, NOW 


All hands watch with interest as 
a huge, double-boxed bottle 
washer is lowered over the side 
of a ship upon its arrival in Ber- 
muda. The washer, shipped by 
the Archie Ladewig Co., Wau- 
kesha, Wisc., in completely-as- 
sembled form, has been installed 
at the plant of John Barritt & Son, 
Coca-Cola bottler in Hamilton, 
Bermuda. 








departments will be located at 116 
East Market Street in York. Previ- 
ously, the various departments were 
located in four different buildings. 

The company manufactures 
printed, pressure-sensitive advertis- 


ing tapes 


Painting Guide For 
Bottling Plants 

Painting methods and 
techniques in bottling plants are de- 
tailed in the fifth booklet of an 
American-Marietta Company (Chi- 
cago) series of charted guides to 
answer painting questions In each 
of ten industries. 

Main feature of the soft drink 
industry folder is a chart giving 
correct primers and finish coats for 
every conceivable use in bottling 
plants. Considering a number of in- 
fluencing factors, the chart care- 
fully plots for each use not only the 
primers but the finish coats. It also 


lists the characteristics of each 


product recommended—together 


with the best type of thinner for 
one-coat work, two coats and spray 
application. 


Fritzsche Brothers Publish 
New Price List 
Fritzsche Brothers, Inc., 

N. Y. C., has announced publica- 
tion of a new price list covering es- 
sential oils, terpeneless oils, citrus 
concentrates and aromatic chemi- 
cals, among other products. 

Distribution of the price list is 
limited to purchasers of wholesale 
quantities. 


York Corporation Appoints 
Four Distributors 
York Corporation, manu- 
facturers of air conditioning and 
refrigeration equipment, has an- 
nounced the appointment of four 
new distributors, according to John 
R. Hertzler, vice-president and gen- 
eral sales manager. 
They are: The Calcasieu Lumber 
Co., 201 W. 2nd St., Austin, Tex.; 





WARNING!! 
Don’t get caught 
with your 
prices down— 


for STANDOUT QUALITY 
STANDOUT SALES 


RAISE PRICES NOW!! 


WONDER ORANGE CO. 


223 W. ERIE ST., CHICAGO 10, ILL. 
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The Towmotor Case 
Stabilizer adds 
extra speed and 
safety in handling 
50-case loads of 
bottled goods... 
a new engineering 
triumph for the 
bottled goods 
industry. 


/ 


Engineered especially for the bottling industry, the Towmotor Case 
Stabilizer holds 50-case loads firmly together as one easy-to-handle 
unit, eliminating all danger of breakage. Complete safety is assured 
because the load remains steady even over rough floors, during sudden 
stops and on quick turns. Save time, cut handling costs . . . the Tow- 
motor Mass Handling way. Complete details of the Towmotor Case 
Stabilizer are available. Write today! TOWMOTOR CORPORATION, Div. 
63, 1226 E. 152nd St., Cleveland 10, Ohio. Representatives in all 
principal cities in U. S. and Canada. 


Shown in your office, to your key executives . . . 30-minute Towmotor sound movie, ‘THE 
ONE MAN GANG,” shows you how Towmotor cuts production costs in a big bottling plant 
and other leading American industries. Write for information. 


FORK LIFT TRUCKS 


Lod TRACTORS 


THE ONE-MAN-GANG 


RECEIVING © PROCESSING ® STORAGE ® DISTRIBUTION 
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For Removing Impurities .. . 


For Ideal Beverage Water ... 


New Design Gives Easier 
Maintenance, Greater Compactness — 
Eliminates On-the-job Assembly 


Are you faced with the problem of removing 
color, odor, dirt, alkalinity, sediment, and other 
impurities from water? Then this newly designed 
and engineered Permutit equipment is your an- 
swer'! 

The new 3-Zone Precipitator is more compact 
and streamlined than ever before . . . and all in- 
ternal mechanisms are factory installed, meaning 
no time is lost in on-the-job assembly. In one 
compact operation, the Precipitator sterilizes the 
water, removes organic matter and turbidity, and 
lowers alkalinity. 

The treated water is then polished by passing 
it through Permutit’s Neutralite Filter, and the 
Carbo-Dur Purifier removes all taste and odor. 


HERE’S THE 
MOST EFFICIENT 

EQUIPMENT 
YET DEVISED! 


CARBO-DUR® 
S 7 PURIFIER 


3-ZONE 
PRECIPITATOR 


NEUTRALITE 
FILTER 


New features of the filter and purifier which assure 
ease of operation and maintenance are an improved 
operating valve, heads that may be removed with- 
out disturbing the piping, and a baked-on lining 
that is three times thicker than formerly. 

Write for full information about this equip- 
ment to The Permutit Company, Dept. NB-8, 
330 West 42nd Street, New York 18, N. Y., or 
to Permutit Company of Canada, Ltd., 6975 
Jeanne Mance Street, Montreal. 


WATER CONDITIONING HEADQUARTERS ¥ FOR OVER 37 YEARS 
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angle construction of the nose, 
which eliminates danger of ends of 
side bars tearing loose, Standard 
Pressed Steel Co., Jenkintown, Pa., 
reports. Other features of this hand 
truck are all welded frame, and 
wheels of 6” dia. with ball bearings 
and rubber tires, or 5” dia. with 
plain metal bushings, resilient rub- 
ber tread and hard rubber cores. 


NEW DODGE LINE 


Fluorescent Fixture Tester 


O A new Fluorescent Fix- 
ture Tester called the Flur-Test has 
been developed by Ideal Industries, 
Inc., 1321 Park Ave., 
Illinois. 

This new pocket-size tester 
quickly locates the trouble and indi- 
eates whether it is in the circuit, 
starter or the tube. It will save the 


Sycamore, 
Dodge Division, Chrysler Corp., has introduced a line of entirely new 
high-tonnage Y model trucks with a nominal rating of 4-tons, a gross 
vehicle weight of 28,000 pounds, and a gross combination weight of 50,- 
000 pounds. The new engine especially designed for the 4-tonner delivers 
154 horsepower, has a compression ratio of 6.5 to 1, and develops 330- 
pound-feet gross torque. The new trucks are offered in 30 basic G.V.W. 
models, boosting the Dodge “Job-Rated” line to 396 basic G.V.W. models. 





the Clayton C. Smith Co., 702 Mul- 
berry St., Williamsport, Pa.; the 
Hawes Electric Co., 333 Washington 
Ave., Huntington, W. Va.; and the 
Modernized Equipment Co., 922 
Race St., Cincinnati, O. 

In announcing the new appoint- 





are looking forward to a substantial 
growth of our dealer organization 
in 1950.” ; 


New Hand Truck Has Unique 
“Nose” Construction 


Its new “Hallowell” Uni- 


time involved in trial-and-error 
method of replacing starters and 
tubes or both. 

The Ideal Flur-Test simply fits 
into starter socket to make all three 
tests. Two models are available— 
one for fixtures with 15 to 40 watt 
tubes and one for fixtures with 85 to 


ments, Mr. Hertzler said that “we 


Truk has unique, triple welded 100 watt tubes. 


VYeeco soda 
A SURE-FIRE FOR PROFITS 


With NEECO Coffee Soda, the only 

6c coffee drink, you're as sure of 

big profits as you are of winning a one 
horse race. And NEECO is good - 
sampling tests show it’s preferred 

over any other coffee drink. 





vem Beverage 
Mixers 


Reduce labor costs with 
Keenline mixers . . . handle 
all size bottles. Keep liquid 
constantly in revolving mo- 
tion for thorough mixing. 


Find out more about this profit-maker 
by writing for samples and full 
information today. 
NOW IN 6 OZ., ACL BOTTLES! 
he » available for this popular Includes many outstanding 
Franchises _ hottle. Write for details. features. Two models avail- 
size — or 28 oz. bottte. atle ... 110 cases P. H.; 
. 180 P.H. 
ATLANTIC EXTRACT COMPANY — 
134 FULTON ST., BOSTON, MASS. 2 a 


Benzoate of Soda “‘Seydel U.S.P. 


OTHER NEW EQUIPMENT FOR BOTTLERS: 
Standard for over a quarter of a century 


SOBENATE 


@ Cappers @ Rotary and Stati A g Tables @ 90° 
Curves @ Rotary Vacuum Filler ond Crowner © Inspection —— 
rs 
A special benzoate for beverages of delicate 
flavor. Does not impart a taste. 














@ Washers @ Sanitary Fittings @ Homogenizers @ Carbone 
@ Sterilizers @ Chain Conveyor Line 


@ Agitetors ©@ Tanks 
@ Vacuum Pans 


@ Revolving Pans 
PURCHASE e SELL «¢ TRADE 


We maintain a stock of used bottling equipment on 
hand and have a variety at our disposal. All BUCKNER 
guaranteed, OR, if you wish to sell or trade used 
equipment, we can assist you. Your inquiries will re- 
ceive prompt attention. 





USED 
BOTTLING 
EQUIPMENT 


A ems 9g Our vast experience is available when you wish to 
BROKERAGE se!i or purchase a bottling plant. We will be 
SERVICE pleased to discuss your problem. 


EQUIPMENT COMPANY 


Liquid Handling Materials and Equipment 


2530 South Wabash Ave., Chicago 146, Ill. 
Phone: DAnube 6-1344 





Samples and literature on request 


SEYDEL CHEMICAL CO. 
JERSEY CITY 2, N. J. 


Established i904 
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PERSONNEL CHANGES 


a TU HUTA SPERM AL eCaCREU TH EL 


Grapette Co. 

W.A. “Hank” Breiner has joined 
the field 
Grapette 


organization of The 
Company as_ regional 
States of 
Michigan, Minne- 
sota. Mr. Breiner, for the past ten 
years, was with the 
White Rock Corp. and Canada Dry 
Ginger Ale, In 


manager, covering the 


Wisconsin and 


associated 


Nehi Corp. 


The promotions of M. G. Murray, 
Jr. and W. E. Uzzell, both to the 
post of assistant sales manager, 
recently by the 


Columbus, Ga, 


were announced 
Nehi ¢ orp., 

Messrs. Murray and Uzzell will 
assist in the general sales program 
of the company 


Robert Gair Co., Ine. 


At a recent meeting of the Board 
of Directors of Robert Gair Com- 
pany, Ine., New York, manufac- 
turers of paperboard, folding car- 
tons and 
Charles E. Whitten was elected a 
director. On June 3, 1950, Mr. 
Whitten was elected President and 


shipping containers, 


General Manager of Gair Company 
Canada Limited, Toronto, a subsid- 
iary of Robert Gair Company, Inc 


ULL. 


Link-Belt Co. 


Harlan B. Collins, secretary, and 
Russell B. Kern have been placed in 
charge of the Public Relations De- 
partment recently 
the Link-Belt Co., 
Kern has long been supervising the 
company’s public 


established by 
Chicago. Mr. 


relations activi- 
ties, which were formerly part of 
the Advertising Department 

The Advertising Department, un- 
der the direction of Julius S. Holl, 
manager, has been strengthened by 
the appointment of Bertram V. 
Jones as executive assistant adver- 
tising manager. Mr. Jones will be 
directly assisted by John F. Kelly, 
assistant advertising manager. 


Pressed Steel Tank Co. 


Albert S. Cheyne has been ap- 
district manager of the 
new Kansas City office of Pressed 
Steel Tank Milwaukee, 
Wis., cylinders, 
barrels, drums, kegs, special shapes 


pointed 


Company, 
manufacturer of 


and shells. Mr. Cheyne, according to 
N. A. vice-president in 
charge of sales, will be located at 
2321 West 78th St., Kansas City 5, 
Mo., and will cover the states of 
Nebraska, Kansas, Oklahoma, Ar 
kansas, 


Evans, 


Missouri (excluding St 


Louis County), and Western Iowa 





| 


JOINS FOOTE & JENKS 


Marvis B. Moseley has been ap- 
pointed southwest representative 
by Foote & Jenks, 66-year-old 
flavor firm in Jackson, Mich. Mr. 
Moseley will cover the States of 
Texas, Oklahoma, Arkansas, and 
Louisiana. 
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U. S. STONEWARE NAMES 


Appointment of G. W. Fine as 
Assistant Sales Manager of U. S. 
Stoneware’s Plastic Coatings Di- 
vision has been announced by 
Howard Farkas, executive vice- 
president of The U. S. Stoneware 
Co., Akron, Ohio. 


CANADA DRY AD MANAGERS 
TRANSFERRED 


In a shift of administration of the 
advertising department at Canada 
Dry Ginger Ale. Inc., W. S. Brown, 
vice president and advertising 
manager, announced that F. E. 
Bensen Jr., left, has been placed 
in charge of U. S. License depart- 
ment advertising, including the 
administration of campaigns by 
franchise bottlers. J. X. Kennelly. 
right. has been named to take 
charge of local advertising by 
company-owned plants, and will 
assist in administration of the 
parent company’s national adver- 
tising. 





> 


7 


TURCO APPOINTS 


Chris Williams, left. and J. D. 
Charters, right. have been ap- 
pointed district sales managers 
by Turco Products, Inc., Los Ange- 
les, makers of industrial chemical 
cleaning compounds. Mr. Wil- 
liams will cover Houston, Tex.; 
Mr. Charters will handle North- 
ern California, with offices in San 
Francisco. 





a‘a’ 


WYANDOTTE PROMOTIONS 
Election of Ford Ballantyne, Jr., 
left, as vice-president, and of Wil- 
liam Day, right. as assistant to the 


Bi 


president, was announced re- 
cently by Wyandotte Chemicals 
Corp. The promotions followed 
the annual shareholders’ meeting. 
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MICHAEL YUNDT V. P. 


Appointment of Howard W. Leon- 
hardt as vice-president and gen- 
eral sales manager has been an- 
nounced by the Michael Yundt 
Co., Waukesha, Wisc. Mr. Leon- 
hardt, who has extensive experi- 
ence in machinery installations, 
will have charge of all national 
and export sales of Yundt bottle 
washers and equipment. 





Barry-Wehmiller Machinery Co. 


At a recent meeting of the Board 
of Directors of the Barry-Wehmiller 
Machinery Company, the following 
members of the staff were elected 
to the offices of Vice-Presidents of 
the Company 


TRADE MARK REG. 
STATIONARY 
BOTTLE 
OPENERS 


Eliminate loss of 


bottles and contents. 


Prevent danger to 
the public. 
Have long life. 


Robert H. Brady, Vice-President, 
in charge of domestic Sales; David 
Vice-President, in 
export Sales; Emil O. 
Vice-President, in charge 
William 
Nekola, Vice-President, in charge of 


Lindquist, 
charge of 
Birkner, 
of Plant and Operations; 


Engineering and Research. 

The Board also announced the re- 
tirement, for reasons of health, of 
James L Herold. Mr. Herold had 
been with Barry-Weh- 


forty years 


connected 


miller for more than 


and served as Chief Engineer for 
twenty-six years. He has consented 
to act in the capacity of Consultant 
Engineer for the Company. 

Val 


to the position of Chief Engineer 


A. Mayer has been appointed 


Manning, Maxwell & Moore, Inc. 

Election of Colby M. Chester as 
Board Chairman, and the re-election 
of Robert R. Wason 
were recently by 


as President, 
announced the 
Board of Manning, 
Maxwell & Moore, Inc., Bridgeport, 
Conn. 


Directors of 


Brown Manufacturing Co., Inc. 


HOW IT WORKS 


NEWPORT NEWS, VA. 








WRITE OR WIRE FOR PLANS T0 
v INCREASE YOUR SALES WITH 


"COL-FAST" 
T-SHIRTS 


...and have free colorful 
advertising for months 
and months. 


SILK PRESS, INC. 
805 LUCAS AVE. 
ST. LOUIS 1, MO. 


$4.50 i 

per ca. @ 

IN 4-GAL. LOTS $ 

FREIGHT ALLOWED 7 
ON 8 GALLONS 


VICTORIA —_ 








The Board also elected Colby M. 
Chester, 3d as treasurer, and Miss 
E. Von Maur as secretary and as- 
sistant treasurer. 

The vice-presidents 
were re-elected: Henry M. Lus- 
comb, J. Robert Kelley, C. H. But- 
terfield, Bradford Ellsworth, W. J. 
Jarrett, Hamilton Merrill, and John 
E. Minty. 


following 





MACK APPOINTMENT 


E. G. Ewell, vice-president of 
Mack - International Motor Truck 
Corporation, has been named 
general sales manager of the 
company’s Eastern. Atlantic and 
Southern Sales Divisions. 





«2 OUNCE 
on OTE OD 
e RINGLESS 


Are you sure you have the 

best possible Orange base? 

If you have the slightest doubt, 
write us for a trial gallon of 
Majestic 2-ounce Orange. No other 
brand tested has produced the 
juice-like, fresh-fruit 

character of this magnificent 
product. The expert blend 

of oils, and our sensational 
vacuum process place this bever- 
age-base in a class by itself. 


Inquire about our accumulative 
rebate plan for economical flavor 
buying 


C.0. & W.D. SETHNESS COMPANY 


1926 SUNNYSIDE AVE. e 


CHICAGO 40, ILL. 





HELPFUL TRADE LITERATURE 


Ta 


Equipment and 


handling 75 


procedures for 
per cent phosphoric 
acid in tank car quantities are de- 
scribed in a pamphlet available 
from Monsanto Chemical Company, 
St. Louis 4, Mo. In addition to 
specifications for tanks, pumps and 
pipes, the illustrated pamphlet in- 
cludes step-by-step explanations of 
several methods of unloading phos- 
phoric acid cars, from spotting to 
preparing car for return. 
a 7” * 

Publication of a four-page book- 
let on its new line of centrifugal 
pumps has been announced by 
Ingersoll-Rand Co., Phillipsburg, 
N. J. The bulletin shows a sectional 
view of the pump with all of its 
salient features pointed out and de- 
scribed. In addition, the various 
types of drives are illustrated. 


A booklet explaining the applica- 
tion and various uses of Atlas Cer- 
tified Food, Drug and Cosmetic 
Colors has been published by H. 
Kohnstamm & Co., Inc., 83-93 Park 
Place, New York 7, N. Y. Prepared 
by Dr. W. C. Bainbridge, tech- 
nical director of the company, the 
booklet not only lists the regula- 
tions, but also the application of 
certified colors, with their respec- 
tive formulas. 

oa * * 

Features of the new Barrett MD 
Hydraulic Lift Truck, developed to 
permit the handling by one man of 
loads up to two tons and more, are 
described in Bulletin 5031 just re- 
leased by Barrett-Cravens Co. The 
sketches also show the construction 
of the unit in every detail. The bul- 
letin will be mailed upon request to 


Barrett-Cravens Co., 4609 S. West- 
ern Blvd., Chicago 9, Il. 
* * * 

A new catalog, No. 75, just issued 
by the Durant Manufacturing Com- 
pany of Milwaukee, Wisconsin, il- 
lustrates and describes their latest 
Productimeter Stroke, Rotary, and 
Pick Printing Counters. The cata- 
log gives specifications, informa- 
tion on forms and operation, and 
explains the advantages of applica- 
tion on production machines. 

* * - 

A booklet on “The New Hanovia 
Steritron,” a device for sterilizing 
water, is now available from 
Hanovia Chemical & Mfg. Co., 100 
Chestnut Street, Newark 5, N. J. It 
contains photographs as well as 
engineering features of the unit. 

Lyon - Raymond Corporation’s 
new Riding Type SpaceMaker 
Electric Tiering Truck is fully de- 
scribed in a 4-page, 2-color bulletin 
now being distributed by the manu- 
facturer. Three models are ex- 
plained in this bulletin—the skid 





e Signs 
* Displays 
e Price Cards 


Small 


The Dojama System enables you to prepare 
indoor, outdoor, backbar, shelf, door, carton 


The New Dojama’ 


bottler—or large bottler—you can 
possess the most attractive and most versa- 
tile Point-of-Sale Signs and Displays for only 
a few dollars! 





We'll be glad to send you 
samples and complete in- 
formation. Write today— 





or bottle displays as you need them. Mounts 
on ANY smooth surface without tools, fuss 
or marring. Change prices, brand names, re- 
tailer's names in a few minutes! 

The first ALL PLASTIC, “Long Life’, inter- 
changeable letter and display composing 
board! 


MANUFACTURED BY 


Way! 








Canadian Representatives: Kingstan Industries Co., Montreai 2, Quebec 





Bloomi 
GOOD 


Cherry ¢ Old Tyme Cream ¢ Strawberry Blend ¢ Red Pop 


e Cherry Strawberry ¢ Lu Lu Grape ¢ Kreemo Root Beer 


Write for details 


COMPANY 
ST. LOUIS 8, MO. 


THE PRIA 
4547 OLIVE ST. - 


142 


FLAVORS 


Cherry Blossoms ¢ Orange Blossoms ¢ Wild Cherry ¢ Black 








i: O FUMBLING 
CHIPPING 
With Krag’s 


New Bottle Opener ... 


This sturdy, nickel plated steel opener is 


perfect for all outlets. 
Prominent space available on opener for 
colorful trade mark or advertising message. 


WRITE 


Krag Steel Products, Ine. 
319 N. Albany Ave., Chicago 12, Illinois 


Easy to operate. 
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tiering model, pallet tiering model 
for single faced pallets and a pal- 
let tiering model for double faced 
pallets. Write to Lyon-Raymond at 
18271 Madison Street, Greene, 
N. Y. and ask for SpaceMaker Bul- 
letin No. 701. 


A new bulletin on polyphase elec- 
tric motors has been published by 
the A. O. Smith Corp. The bulletin, 
No. EM 4-812, describes one to 75 
horsepower horizontal motors, il- 
lustrating construction details in 
cross section and cutaway views. 
For copies, write A. O. Smith Corp., 
Motor 
Calif. 


Division, Los Angeles 22, 


* % * 


A revised 8-page Chart 204-5, il- 
lustrating and describing the com- 
plete line of Mills Compressors and 
Condensing Units, is now available. 
Up-to-date specifications, capacities, 
and essential data are included on 
air-cooled 4% to 3 H.P., water- 
cooled 43 to 10 H.P., and combina- 
tion air-and-water-cooled units of 
Vy, 3 H.P. For a copy, write 


Mills Industries, 4100 Fullerton 
Ave., Chicago 39, III. 
7 * — 

Three colorful booklets have just 
been prepared by the Miller Hydro 
Company of Bainbridge, Georgia, 
describing three items of equip- 


SUA TA MA 


F y : 
= “Boy—if July and August would 
= only be four or five months long!” 


iN 


ment in the nationally famous Mil- 
ler Hydro line. The items high- 
lighted are Miller Hydro bottle 
washers, case and carton packers, 
and inspection systems. Products 
are fully illustrated, operations are 


explained and_ specifications are 








Fruit Orange Beverage Bases .. . Orange Emulsions 
e Pale Dry Ginger Ale Extracts (Montreal & All American) 
"The Ginger Laboratories” 

Essential and Brominated Oils 
Packed in Gallon Jugs or Returnable Stainless Stee! Drums 


v-a E- KOHNSTAMM, Inc. 


329 CANAL STREET” 
W Alker 


Telephone: 


~s a 


Flavors @ Colors @ 


eR 


listed. Copies are available from 
the Miller Hydro Company, Bain- 
bridge, Georgia, on request. 

7 7 * 

A new folder containing illustra- 
tions and descriptions of “4-Way 
Pallets,” is offered by Pallet Licens- 
ing Co., 795 Boyleston St., Boston 
16, Mass. 


* . * 


Using easy-to-read diagrams, 
tables and categorized data illus- 
trated throughout, the Micro 
Metallic Corp., manufacturers of 
Surfamax filters, has prepared an 
informative 8-page booklet on the 
advantages, operation and 
manufacturing methods of SMX 
filters. A listing is given on the 
properties, water flow and air flow 
of these porous stainless steel fil- 
ters. Copies are available upon re- 
quest to Micro Metallic Corp., 193 
Bradford Street, Brooklyn, New 
York. 


uses, 


» * * 


A new bulletin on Water Clari- 
fiers and Cold Process Softeners is 
now available from Graver Water 
Conditioning Co., division of 


en RTT ~ —s 





NEW YORK 


5-1504 : Cable Address: 


M:. &-9. 
VEKOSTAMM 








“ 
a 








Stainiess 
Steel 


Multiplex 


Fresh Carbonated Drinks 
COLA 
LEMON 
GINGER ALE 
SELTZER 





Dispensers 
For BARS and TAVERNS 


SPEEDS SERVICE 
INCREASES PROFITS 
ELIMINATES BOTTLES 
Write for Folder and Prices 


MULTIPLEX FAUCET COMPANY 


4321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 


Manufacturers of Beverage Dispensers for 45 Years 








August, 1950 


“AFTER HOURS" DEPOSITORY... 
PAYS FOR on 


ITSELF... 


“After installing your chest 
there was a decided re- 
duction in premium on 
the insurance; enough 

in fact, to pay for the 
chest before the 

period of depre- 

clation expired.” 


A. Jones 


Carl 
Dixie Coca-Cola Bott. Co. 


Bristol, Va. 


Available 
with both doors j 


on same side—or with 
doors on opposite sides. 


| VALENTINE SAFE & LOCK WORKS 


LA PORTE, 
INDIANA 
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Graver Tank & Mfg. Co., Inc. The 
bulletin graphically describes the 
design, operation and features of 
the Graver unit of this type, known 
as the 
tions in tabular form for greatest 
clarity 


teactivator, with explana- 


Copies can be obtained by 
addressing Dept. 219, Graver Water 
Conditioning Co., 216 West 14th 
Street, New York 11, N. Y., and 
asking for Bulletin WC103. 


Complete information on all for- 
mulations of Tygon Plastic Tubing 

uses, properties and chemical re- 
sistant characteristics are con- 
24-page booklet, 
Flexible Plastic Tubing”, 
prepared by the U. S 
Company. A 


tained in a new 
“Tygon 
Stoneware 
section, ‘“‘Beverage 
Tubing”, should prove of particular 
interest to bottlers. For a copy, 
write U. S. Stoneware Company, 
P. O. Box 350, Akron 9, Ohio 


A new up-to-date bulletin, No. 


26, covering complete information 


on the Lewis-Shepard line of Hand 
Lift Trucks and Weldmaster Skip 
Platforms is just off the press and 
available to industry. Installation 
showing the particular 
adaptability of the various types of 


pictures 


trucks are shown along with the 
descriptive material. Many sugges- 
tions are offered for construction of 
platforms for special purposes. 
Copies may be secured by writing 
Products Inc., 
263 Walnut Street, Watertown 72, 
Mass 


to Lewis-Shepard 


A new eight-page illustrated cata- 
log describing the company’s im- 
proved line of Rato-Chlor chlorine 
dispensers has just been published 
by the Fischer & Porter Company. 

Illustrated and described are self- 
contained cabinet-type units with 
capacities ranging from a minimum 
of one pound to a maximum of 1200 
pounds of chlorine per day, and 
systems with unlimited dispensing 


FLAVORS 


MAKE YOUR SALES RISE! 


This summer, feature these TRUE FRUIT 4 ox. DeLisser 


Extracts 


Black Raspberry 
Strawberry * 


Cherry 


With Other Natural Flavors 


Full Line of Soda Water Flavers. 
Write for Somples and Prices. 


Patented 


WALTER J. WARD & CO., “a‘sha!! Buildin 


capacity which retain all of the ad- 
vanced design and safety features 
of the cabinet type units. 

Copies of Catalog 61 may be ob- 
tained by writing to the Fischer & 
Porter Company, 61 
Hatboro, 


County Line 
Road, Pennsylvania, 


U. S. A. 


A “Dispensing Equipment Hand- 
book for the Beverage Industry”, 
which also contains data on the flow 
and control of liquids, air and gases 
under high or low pressure, has just 


by Hedeman Prod- 


been published 
ucts, Inc. The new book combines 
all the features of an instructional 
guide and a complete parts manual. 


“Exploded 
the Hedeman 


View” illustrations of 


equipment permits 
quick identification of a single part 
of even the most complicated ma- 
chinery. Copies of this handbook- 
catalog are available from Hedeman 
Products, Iinc., Great Neck, N. Y. 





The 
“STANDARD” 
INSPECTOR 


Over 2,000 in daily 
use in bottling plants 
all over the world. 
e 
For prices and 
a complete details 
j write to 











Boilers. 


2716 W. Houston Street, Box 569, 





CHOCOLATE MILK DRINK 


Rotary Retorts and Low Pressure 


Also reconditioned 


equipment available. 


R. G. FORD TANK CO. 


Marshall, Texas 


Cash inon ~ 





delicl 1 A 


a real 
- +. the kind millions hev: 

















joy ese 
now bottied by over 250 bottlers with phenomenal 
(and profitable) sales. Write today—franchises 
available in many territories. 
{Tom Collins Jr. fr hi Habie.) 


also : 
A. J. LEHMAN CO. i S7csrrroii. 


since 











National Bottlers’ Gazette 





CLASSIFIED 
ADVERTISING 





RATES AND GENERAL 
INFORMATION 


ON CLASSIFIED ADVERTISING 


® For sale, Exchange and Wanted 
Advertisements are available to read- 
ers at the following rates: 25 words, 
$1.50 each insertion; 6¢ for each addi- 
tional word. Address or box number 
is not included in word count. A num- 
ber, or group of numbers is considered 
as one word. 

® Orders for classified advertising 
must be accompanied by payment. 

® Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 

® All advertisements appearing in 
these columns are bona fide. In an- 
swering same, please take notice that 
letters must be sent to the box num- 
ber, initials, name or address given by 


é SPECIAL 
ANNOUNCEMENTS 


BOTTLERS 


WE BUY 


TRADING POST 


SELL - EXCHANGE 


cases 7 oz. ©-So Grape 
gross 7 oz. B-1 Bottles 
gr. new 7 oz. ACL Bottles 
full depth cases 7 oz. ACL sodas 
full depth cases 7 oz. flint sodas, 
small name in glass. 
5000 full depth cases 10 oz. ACL flint 
5000 cases and bottles of Squirt 


800 gross 12 oz. attractive sodas, fiints 
and emerald green 


1000 full depth cases 29 oz. sodas 
500 gross new emerald green 32 ox. 
sodas 
check with ws for real 
on other franchise bottles, 


"Buys" 
end cases 








AIDMON BOTTLE & SUPPLY CO., INC 
7615 3rd AVE i cele) Sa. i mm. mm 
BEACHVIEW 8.3450 





advertiser. The N. B. G. assumes no 
responsibility for condition or descrip- 
tion of items listed in this section. 

® Under no circumstances will the 
N. B. G. give the names of parties 
where box number or initials are 
given as the address. All answers 
sent in care of this office are promptly 
forwarded. 

NATIONAL BOTTLERS’ 
GAZETTE 
80 Broad Street, New York 4, N. Y. 














FOR 5 


Opportunities, 


SALE 


Business Bottling Establishments 
SALE \ OPPORTUNITY TO 
SEVI I I BES EST 


AND earrral 


ofOR 


t\ 


AVOR 


August, 1950 


iT IS INCOMPARABLE! 


A-1 Cola Base Concentrate 
“The Cola of Superior Flavor’ 


write for free sample to 


CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, itt. 





WANTED TO BUY 
MILLER 150 CPH. or similar with Automatic 
Discharge in good condition. Give Serial Number 
and price. 


BOX 354 
c/e NATIONAL BOTTLERS' GAZETTE 
80 Broad Street, New York City 


Chates S JACOBOWITZ @. 


3071 MAIN St BurFALO 14, N.Y AMHERST 2100 


6 MONTHS OLD — ONLY! 


stalled new 1949; used 2 weeks per month until 

e. then taken out of service. Still set up. A 

tion of new price 

Liquid &-wide compt. brush 

end, ail bottles to 32-02 

{ 0-spout filler, splits, pints 
250 gph saturator 

Cem 6-head mixer 

Complete infilco water filtratior 

World labeler (18 months old 

Complete 

intercon 


washer, double 


quarts 


syrup room equipment 
necting bottle conveyors 

All motors, gauges, thermometers, accessories 
Subject to prior sale. This is 
time All makes and sizes 
rators, crowners, labelers; new syrup room 
including Potter & Rayfield coolers and 
mixers—in our Buffalo and New York warehouses 
We are interested in surplus equip 
ment. Tell us about it 


bargain of a life 
washers, fillers, satu 
equip 
ment 





buying your 


- y 27 
Sewing American Vadustry for over JO Years 


CLASSIFIED 
ADVERTISING 


FOR SALE.—Modern bo elias plant in 
3 national franchises; small ottles ; new 
200,000 cases this year; in Benn ad ‘ 
wnership rofitable < »peration ; 
terms.—G., i. , BOX 353.—8 


Texas; 
other 


FOR SALE.—Plant; Southwest, ideal model 
plant; national franchise; large population area; 
I hauls; machinery, equipment excellent shape; 
crease every "year; plenty bottles, cases; 
rifice.—G. I., BOX 347.—7.-4 

Bt! SAL E.—Double Cola and Delaware Punch 
tling works; oper ated since 1913 by present 
iow seventy; time to retire!; located in 
zrowing munity of 300,000,—G. 








FOR SALE 


Machinery, Apparatus, Materials, Bottles, Boxes 





| apps x 


FOR SAL E.— Used 
nally low for qu ss lined and stain- 
steel storage and mixing t 60, 100, 200, 
500-gal. capacities; Liquid wast 
yt. and solution tank for 8 and 
red boiler complete with tank 
filter pre 


ar s s¢ 


equipment, priced excep- 


late 3 trame 


sit akers and filters; 
300 and 1,000 gph; straigh 

automatic and semi-auto< 

electri heat wners } 

tators 

THE. : i] rER 

I 


hicago 16 


er cr 


Calumet 5 80400 
FOR SALE.—Cem 24 runnir lition ¢ 
7-oz. bottles BOTTI E RS SI RV ti E CORP 
13 77 Vernon Blvd., Long Island City 1, N. Y.— 


| 8.-1 


FOR SALE.—Approx 
green standard splits, 
150 gross 6-0z 


plain, 
emerald green split 
name on he 


includin g 


Meyer he 

ngle en i¢, handling 
in 6, but presently 
BOTT. CO., Mir 


FOR SALE 
4 S wide 

wn; built 

MPLS 


ineay 


FOR SALE 4-wide fm 
ver Kleen 


BOTTLERS. SERVICE CORP., 4 
B Long Island ( i, N 


FOR SALE Meyer Dur 
ank, S wide ngle end mac 
l ape MPLS 


z BOTT 
Minn.—s 


BOT 
8.-1 


FOR SALE 


CORI 


FOR SALE 
ut 120 ey 


WW) ¢ 


BOX 356 
FOR SALE 


"BOX 357 8..1 
ut Re Dia nad fille 
BOTTLERS SERVI 
1. Long nd Cit 


Y 








Scovill Bantam Opener 


Most inexpensive sales producer 
of its type. Curved for greatest 
strength, easy to pick up from wet 
surfaces. Lightweight nickel-plated 
sheet steel. mm 


oc 


Opener | 


to fit 
your purse! 


e. a = 
is Ptrengenkel ‘Plat 
6 at, 


There’s an opener for every budget in Scovill’s big array. 


Display your name on an attractively-colored aluminum, nickel-plated 
sheet steel, or wire opener. Your style of lettering can be stamped on one 
or two sides and smartly color-filled on some models at slight extra cost. 

FREE! Scovill’s complete catalog of low-cost, sales-producing premiums 
(including openers) to tie in with any promotion. Address: SCOVILL 
MANUFACTURING COMPANY, 59 Mill Street, Waterbury 20, Conn. 


WILLIAMSON'S 
| A LU 








— FEATURING — 
MONTE CRISTO 
THESCO 


A Full Line of Distinctive Extracts 
and Concentrates 


THEALL & PILE, Inc. 


297 Peari St. New York 7, N. Y. 


“the making of a GOOD ORANGE DRINK” 


PLYMOUTH BRAND 





ACID PROOF CARAMEL 
FOAMING TYPE CARAMEL 


Caramel Coloring 
for ALL TYPES of 
CARBONATED BEVERAGES 


Somples on Request 


D. D. WILLIAMSON & CO., Inc. 


$39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N.Y 
4 





dla On d 


. . » Made from fresh, vitamin-full, sun-sweet oranges. 

A high quality concentrated orange beverage base for 
refreshing, healthful bottied drinks—plain or car- 
bonated. Easy to use and standardized for sugar, 
citric acid, stabilizing vegetable gum, orange oil, 
J, Vitamin C and color. 
CITRUS PRODUCTS 

COOPERATIVE 
PLYMOUTH, FLORIDA 
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1 of rotary accumula ating 
‘ and Reeves oaeet 10 disc 
500 gph Liquid Lifetime stain- 
10 hp Wisner cc oling sys- 
misc. equipment also available, will sell very 
—G. S., BOX 359 1 


FOR BALE. 
table with 1 f 
sirup filter 

le steel cart or 


cheat 
FOR SALE.—1 ne 
BOTTLERS SERVICE 
Bivd., Long Islar 
FOR SALE. Com 
or, ice ma e, « 


with new 
lete; 1 


ee SALE 
esbitt bottles 
aval lat * 


kir make 
BOTT co 


Re 
SERVICE 
nd Ci 1, 


ew 2%)-gal per 
BOTTLERS 
; ng Isl 


FOR — E Super 
wast er Mo 
Shield 


ing 


Kleen 
No. 1 
S car 


tanks 


ads ll 
SE RV ic E ( ORP. 


and City 1, N. Y¥.—8 


1a u 
ROT 1 I RS 
rnon Blvd., Long Isl 


Donates 


‘em saturator, brand 
Fletcher Kleen-All 
od condition; 4 Harris- 
, complete with gauges; 
CLICQUOT CLUB 

> Harrisburg, Pa.— 





mixer; re 
BOT I i F RS SERVICE 
I 


g Island City 1, 


FOR SALE.- i-Knapp single intake 
packer for Coca , type 830 with left 
arge; this packer was purchased new 
nto operation on March 5, 1948; it has 
nodified with the new Standard-Knapp Grid 
bly which permits the automatic packing of 
and cartons without interruption and in the 
at speeds from 260 to 300 bottles per 
ellent condition hav- 


disch 


iz been used 2 
moved from service and may 
r Bottling Co 
priced for quick sale; direct 
SWAINSBORO. COCA-COLA 
P. O. Drawer 551, Pensacol 


all iries 
BOTTLING CO., 
—8,-2. 


Florida 


FOR SALE.—D&I 


TLERS SERVICE CORP 
t* 1 ‘ 


Long Island ¢ 


Pats SALE 3 


tee 


O&) i : ap. 36 t a0) t 
AN ADA = RY BOTT 


IN¢ Ave., S 


i WORCES 
Mass 


co 
ewsbury, 
FOR SALE.—12-w 
rLERS SERVICI CORI 
Lor aad City 1. } 


FOR SALE.—< 


table; 
arging out- 
x storage 


accumulating 
luxe ¢ 
1. Lor 


August, 1950 


| 











BARGAINS! BARGAINS!! BARGAINS!!! 


gr. new flint 10-oz. sodas <P “ ht. 14 on. wt. 
12,000 saeee t, 12 hae Spur bottles, 10,000 cases 


28/6 Spu 
Aint stippled bottles "Bob Davis’' new 
sed. 


gr. 
and wu 
cases 24/62 ACL “Joe Louis"’. 
250 gr. 62 ACL —— 

gr. 7 oz. ACL 

cases 6'/2 oz. a 4 one brand. 

cases 24/7 oz. ACL "Cheer Up"’ 

gr. 8 oz. emerald green ACL  Chaser"’ 

50 12 oz. ACL *'Suncrest'’. 

150,000 in depth 7 oz. cases, 6,000 full depth 29 oz. 


1. BASKOWITZ BOTTLE CO., INC. 


1301 Grand St. Brooklyn 6, N. Y. 








We Will Buy At Any Point 


Any Quantity of Emptied 10-Gallen Grapette, 
Double-Cola, and Pepsi-Cola Metal Cans; 
and Also Wooden Kegs, Barrels and Steel 
Drums. 


BUCKEYE COOPERAGE Co. 
3803 Orange Ave. Cleveland 15, Ohio 








FOR SALE 


1,000 cases 12-ox. capacity, flint, tall, se 

private ACL; 2,000 cases flint, 10-2. capacity, private 
ACL, tall sodas packed 24 to full depth shell; 1,000 
cases 32-02. capacity flint quarts with private ACL, 
packed 12 to full depth shell; 1,000 cases tall, 12-02. 
capacity, flint, plain sodas initialed on shoulder; one 
ecarload T-ounce capacity tall, flint sodas with private 
ACL; 300 gross 6-ox. capacity ACL Chere betiles. 


SIGNER BOTTLE SUPPLY CO. 
Cincinnati 14, Ohio 











WANTED 


JOBBERS - DISTRIBUTORS - SALESMEN 
KNOWN LONG ESTABLISHED SOFT DRINK 





EXCELLENT DISCO c S10 
ESTABLISHED FIRMS "OR QUALIFIED MSALESMEN NEED | 
APPLY. BOX 349: 








USED EQUIPMENT 
BARGAINS 


FROM BOTTLERS APPLIANCE CO. 
1 STENCILING MACHINE 
—Hand Operated— 
Simple, easy to operate, pays for itself in labor sav 
ings alone 
YOURS for only $95.00 
1 CROWN CLEANING MACHINE 


Removes all foreign particles from crowns—separates 
crowns that cause the Crowner to ‘Jam 

YOURS for only $85.00 

1 CASE PRINTING MACHINE 
(Motor-driven) for full and Half-depth cases. 

Keep your cases neatly printed for only a fraction of 
the cost for hand stenciling 

YOURS for only $200.00 


WRITE TODAY! 
BOTTLERS APPLIANCE CO. 
675 Pulaski St. Athens, Ga. 














FOR SALE 
1M cases 36 ea. 7 oz. acl Lord Calverts 
3500 cases 2 doz. ea. 7 oz. acl Whistle 
5M full dept 7 oz. shells 
10M full depth 10 and 12 oz. shells 
10M full depth quart shells 
WANTED: Your surplus bottles, cases, siphons, etc. 
Consult us. 


BISON BOTTLE COMPANY, 


INC. 
28 Wasson St. uftal 


jo 10, N. Y. 





FOR SALE.—World 


left hand; 


automatic 
all size bottles; 
teed; immediate delivery 
VICE CORP., 43-77 Vernon 
City, i. oe = 1 


PE ces SALE. 
ases per hr 
and crowner, $ 

iller, Ser. No. 626; 
ors; D&L washer, 
arbonator , Ser. No 
seen at 7. y Pp 
offer 


Ave., S.E., 


labelers; right 
and guaran- 
BOTTLERS SER- 


Bivd., Long Island 


20th Century washer Ser. No. 415, 

Dixie automatic 

2; type B Burns 

c cap dry ice convert- 

90 cases per hr. cap.; Liquid 

410926 ; all equipment can be 

Bottling Co., Tipton, Iowa; make 

EN-UP BOTTLING CO., 620 Second 
NEelas Rapids, lowa.—8S.-1 


FOR SALE.-—3 used trucks with 
2 152-case beds; 1 138-case bed; trucks in running 

rder; priced very low; write or wire.—PEPSI- 
( “OL A BOTT. CO., Indianapolis, Ind.—8-1, 


FOR SALE 


in use 4 yrs; 


bottlers beds; 


Dostal & Lowy soaker type bottle 
A-1 condition; 90 cph with 
1atic unloader; this equipment is being re- 
placed with larger soaker; available immediately; 
write—-RED ROCK BOTT. CO., Williamsburg, 
. 1 


Ky 


FOR SALE.— 
eler; pints only; 4 yrs 
SERVICE CORP., 
Island City 1, N 


FOR SALE.—Bottle filler, 
pressure, left hand, with 
exports, and 12 and $2-oz. steinies; cap. 
ha > bbls. ; 32 oz., 20 bbls. per hr.; best of condition; 

arts alone bargain at price we ask ~OSHKOSH 
BRE WING CO., 1631 Doty St., Oshkosh, Wis.— 


Oslund duplex 
as 18 


Vernon 


automatic lab 
BOTTLE RS 
Blvd., Long 


H & K 34 spout, low 


all parts for 7, 8, 12 oz, 
on 12 oz., 


FOR SALE.-—-1 
condition ; 
rack type 
decks, 
tr uck 
$1,375. 
view St., 


1947 Dodge truck; excellent 
1% ton cap., low mileage, beverage or 

life time body; loads 160 cases on 4 

10 cases long 4 wide; holds splits to qts.; 

available for sale due to route changes; 
EXCELSIOR BOTT. CO., 1701 Fair- 
Reading, Pa.—8.-1 


FOR SALE.—1 combiner 
turns and conveyor. chain 
BOTT. CO., 335 Maple Ave., 
8.-1 


5 angle 
DRY 
Mass —_ 


and divider, 
CANADA 
Shrewsbury, 


FOR SALE. 
and 
ette, 
1947 
Ca, 


Large quantity 
some new; quantity 
Lemonette bottles; 3 
and 1949, 
Sedalia, 


Grapette cases 
Grapette, Orang- 
Dodge beverage trucks, 
good condition.—ZEPHYR MFG, 

-1, 


shells, 


Mo.—8 


FOR SALE. — Several hundred gross 6-oz. 
emerald green color applied bottles; they make 
a beautiful package.—GOL DEN AGE BEV. CO., 
INC ., Akron 6, Ohio.—6.-tf 


~ FOR SALE.—1,500 gr. 12-0z “flint beer bottles 

at $1.00 per gr.; samples sent on request.—WEST 

1D BOTTLE & BAG CO., 529 W. Pearl St., 
lianapolis 4, Ind.—7.-1. 

FOR | SALE. Soaker, 

2-spout Liquid 

7 iquid (1942); 

Carbonator, 

Water Cooler & 


8-wide Meyer-Dumore; 
low pressure; Crowner, 
Mixer, 15-head Liquid 
500 gal. per hr. Liquid; 
Controls, 500 gal. per hr. Mo- 
onnier, stainless steel, new 3-22-49; Compressor, 
15 ton ammonia Frick; Air Compressor, Worth- 
ington; Accumulating table; inspection light; 35’ 
Conveyor and 80’ stainless steel conveyor chain; 
skidded; ready for shipment; bargain pevee of 
$7,500.00 f.0.b. Norfolk; contact—SEV N-UP 
ah 44 CO., P. O. Box 1497—1012 W. oath St., 
I Va.—7.-1 


pout Cem 
Rotary 
at rock 
BOX 


16 head Cem 
Cem satur 


mixer ; 
ator 


_ FOR SALE 

ler 1000) eph 
labeling 

ices ; ve 


“1. 
FOR SALE 


machine ; 
ry gooe 


Potter Rayfield Cooler; 5 hp com- 
pressor, ex: ellent condition, immediate delivery, 
replaced with larger unit recently; make us an 
ffer.—G,. ¢ BOX 341.—7.-2 





FOR SALE. 
ditioned excellent 
tachment splits, 


Cem 40 rebuilt; completely recon- 
late model automatic filler, at- 
pints, quarts; can be inspected 
shipped immediately —G. D., BOX 3842 
FOR ag ~12 wide D&L double-end washer; 
n matic ad and unload; 1 y Id, ike new 
( ANADA DRY “BOT CO., 815 Central Ave., 
Alt Y 7.3. 
FOR SALE.—15 Mills cup machines 
COCA-COLA BOTT 
ef 


Nashville, Tenn.—7 


used; at 


WKS., 


$8.00 ea.; 1 

ift trucks good 
-_* yttle juarts 
g white bottles 
Pp “BROOKLYN BOTT 
Brooklyn, N 7 


6401-6 Ave 


147 





FOR SALE 


e 8.4451, 926 
ANDER, 280 10t t, B 
FOR SALE.—Complete replacement 
yarts for Shields filling machine also rebuilt 1 
and 2head hand feed machines and 1 head auto 
matics M. E. WATKINS, 1210 Prospect St 
Castie Shannon, Pittsburgh 34, Pa.—7.-4 


WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY Late 


BOT 

WANTED TO BUY. Infileo JBAS water 
treatment equipr ity 200-600 gph.— 
P. O. Box 1253 Clevel and 3, Ohio.—7.-2 


WANTED TO BUY.—Mixer; prefer Cem 12- 
head or Liquid 15-1 1 mixer; wi like to have 
attachments { bottle ossibl what 

t ber ar iditio f your 
for it fob 


~ WANTED Ri ro to Will pay c ash for used, 
complete smal ling unit capable of 50 —_ 
ed ne ur, rw muy ¢ i nit separately 
ae t must t Fe 1 lition. ~-MAPLE PROD. 
‘TS co ©4655 Lawrence Ave., Chicago, IIL— 


WANTED Late 
wante Riv ¢ lr noer na ¢ 


Model 
ndition in first 


WANTED TO BUY 
any quant j-oz. ACI 
style juatt 
IMPERIA 


ester 6 


WANTED TO Buy Infilco, JBAS Water 
Treating ; cap. up to 600 gph.—POST 
OFFICE BOX 12 3 veland 3, Ohio.—7.-L 


md, | 





HELP WANTED 


Helpers, Practical Bottlers, Salesemen 


Foremen 
_HEL P “WANTED. Salesmen; new progressive 
representation, all but New 
Eng! several specialty aan : ford 4 
portunity “ATL ANTIC EXTRA Cc 
134 Fulton St., Boston 13, Mass tf 

HELP WANTED —Salesmer 


P WANTEI 


ELP WANTI 


LP WANTEI 


Cem 28 | 





SACRIFICE PRICE! 


90,000 heavy fibre cartons (printed) containing 24/ 7 
oz. amber export shape botites. These only in use 
short time. ake excellent package for root beer, 
cola, or grape drink. Could use as one-trip, no- 
deposit package. 

INC. 


. BASKOWITZ BOTTLE CO., 
1301 Grand St. Brooklyn 6, N. Y. 








FOR SALE 


1500—Single Shell Steel Quarters. 
500—-Lee Stee! Half Barrels, 1947 & 1948's. 
15000—-Wooden Export Cases, paper partitions. 
5000—Wooden Quart Cases, paper partitions. 
3000—Aluminum Half Berrels. 
1—Ermold Labeler, 8 Wide. 
New Stainless Steel Storage Tanks and Mix- 
ing ia 100 Gal. Cap., 31" dia., 36°" High 
on shell. 


GIRARD MACHINERY & EQUIPMENT COMPANY 


134 S. Second Street Reading, Pea. 








FOR SALE 


FOR ane! Beverage coolers, brand new, slant front, 
d type 6 or 8 feet am with coils and expansion 
vaives $175.00, F.O.B., Y. Also fiat top coolers, 
brand new, wet or dry A with condensing unit 
$185.00, F.O. 5., %. V. 

INC, 


INTERSTATE APPLIANCE CO., 
600 Broadway, New York, N. Y. 








CONSULTANT 
Preparation and Production of Carbonated Beverages 
Leading U.S. A. and Foreign Manufacturers 


erved. 
DR. FREDERICK H. POLLACK 


Lorree Laboratories 
8-28 Astoria Boulevard Long Istand City, N. Y. 








FOR SALE 


STAINLESS Sree es with 
4-60 gal; 7-100 gal; 3-150 gal 

STAINLESS STEEL TANKS, open top, for storage !5, 30 
60, 100, 150, 200, 300, 500, 1000, 1400 gal. cap. and 
arger. Meyer & Liquid Washers—8 wide, 3 comp 
splits to quarts 


PERRY EQUIPMENT CORP. 
1519 W. Thompson St. Phila. 21, Pa. 


side entering 
3-500 gal 


agitators 








FOR SALE 


1 cor 7-oz. tall sodas 2 dozen low cases, 50 cents 
per case 
cor 12-02. Emerald Green plain Beer Bottles. 
cor Amber plain 7-oz. splits, new. 
cars 24-oz. flint plain botties, pack 1 dozen paper 
cartons. 

120 thousand 63MM white tin lug finish caps. 

50 thousand 66MM white tin lug finish caps. 


R. PELTZMAN BOTTLE CO. 
1721 Holmes S?. Kansas City 8, Mo. 








FOR SALE 


Large lot, 24 oz. flint and emerald green plain 
soda botties. Packed in one-dozen cartons. 


M. JACOBS & SONS 


2903 Beaubien St. Detroit, Mich. 





| cleanliness and 


HELP WANTED.—Superintendent wanted for 
large Southern plant; m know production; 
Sanitation of utmost importance; 
must know how to handle personnel and produce 

quality product.—E. A., BOX 285.—4.-1. 


HELP Be ecg —Here’ s a good opportunity 
r lesmen now calling on bottlers, soda 
I nanufacturers to represent a 
v anufacturing established 
extracts; can be handled full 
products also include flavors 
tems for the dairy, ice cream 
liber al commission; estab- 
n; state territory cov vered and 
lines ref re plies c 1 1 
BOX 568, care s office.—7. 


WANTED Bottl ing. 


rienced on Liquid 
st t t 


yerintendent ; 


HELP 


—DR. "SEPBER Borr. 
> me V Ky 


le, 


HELP WANTED.—Young, aggressive, 
sales manager capable of supervisi 

of nationally known franchise 

New York Metropolitan area; 

l th reference to age, ex- 

ll correspondence 

lence; our or- 


BOX 348.— 


experi- 
ng and 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 





Beg ee WaAnTED. Product foreman, also 


andle nte i rey everal years’ ex- 


rER H. PRIEST 
irt, R.R. 9, Dayt 


WAI 
( 


WORK WANTED —Hard working family man, 
2f ition ~¥ general a or sales 

f juate with 

sales manager 
plant; have learned busi- 

p including sirup making, ma- 
» BOX 340.—7.1 


rm; college gr 
$s general and 


_WORK WANTED.—In brewery or beverage 
lant by man with over 20 yea 


s’ experience; know 





MISC E L L. ANE ous 


MISCELLANEOUS 


MISCELLANEOUS 


SERETEAN, 52 Arden St, 


National Bottlers’ Gazette 





MENT--° 


ror TASTE improve ‘flat 


WESTERNERS ly 


pciDULAn™ 


e seaiios 


PFIZER 


“st, nortt 


S for ;mprovine 


Ac sdulants & ar 
e “A bevers as ye 


\ift. 


, oF south, pfizer Qué ality 


the taste of fruit flavor 


ie best flavors 2° * ale-Ling s\ing 
non-< aking Pfizer i dissolve 
yroduction : - cut costs - _, give you even 
_ Pfizer & Co.. \nc.. 630 Flushing 
ii ago \1. 


tT we 


bast 0 
favorite 


this even ul 


Ww ide 
way; 


free-flowine: 


Whe ys more, 
ve ed \ 
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_ Chas 
N. Michiz al 


ac ydulatior very 
Brookly® 6, N. 2+? - 425 
Francisco 71. % alif. 


“Tre sted 
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Ped 


Su here 
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SPECIFY PRIZED 


a e Wa 4 
nufac lar pow ‘> 
C346 temety 
vA fer eevee LOO ais 
¢ , aoe ° 
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US CITRI 
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+ CITRIC 

ACID 
. TAR 
TARIC ACID «+ § 
ODIUM 
CITRAT 
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* CREAM 
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Tar 
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foole «Jenks 


JACKSON, MICHIGAN 





